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! .- - JACKETS, BLOUSES, Coats, Hats, 
_ Mackintoshes—-in fact every type of outerwear—will buy the — 
; garments which give them the smartest appearance. For : 

these young women are the snillion regular readers of | 
PICTUREGOER. They live within the influence of the 
cinema and they set their own high standards of dress by the — 
polished achievements of their favourite stars. 

They read PICTUREGOER from cover to cover every week, 
and their sense of style leads them to buy the smart clothes — 
advertised in their own magazine. 


There are 622,000 women readers of — 


Picturegoer*® 


more |;an @verage on personal wardrobes — 


THE NATIONAL FILM WEEKLY [eaemmnaimel atin oon ceed 
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Readershi p 
bureau? 


Sirn,—“Why not start a Bureau 
of Readership?” asks your guest 
columnist, Fk. R. de G. Hewitt 
(Guly 16), and as publishers of the 
Hulton Readership Survey we 
can only echo the question. Why 
not indeed? 

As an idea it has got much to 
recommend it-—completeness, un!- 
versal acceptability, absolute im- 
partiality. From our point of 
view, of course, it would also 
represent a considerable lighten- 
ing of the task which we have 
carried alone for six years. 

The problems only begin, un- 
fortunately, when you start to 
translate the idea into action. 
What luck does Mr. Hewitt think 
the Bureau would have with those 
publishers (of whom, regrettably, 
there are still quite a number) 
who do not want to disclose their 
readership figures? And if, as 
Mr. Hewitt suggests, it is left to 
the individual publisher to decide 
whether he will publish or not, 


IN THIS ISSUE— 


Pattern for British Commercial 


TV, by Harry Alan Towers, 
page 158. 
NEXT WEEK: Direct Mail in 


Action — Case Histories of 
Successful Campaigns. 


what does he think will happen to 
the Survey? Would the A.B. 
Handbook be the useful instru 
ment it is if members could refuse 
at will to reveal their circulation 
figures? 

All the same, the idea is in- 
teresting, and one which Hulton 
Research would certainly wel- 
come. 

In passing, we should like to 
thank Mr. Hewitt for his generous 
reference to the Hulton Reader- 
ship Survey and for his recogni- 
tion that, by the steady consist- 
ency of its technique, it has 


Trade Advertising makes sure that your Public Advertising 


To The Editor.. 


“succeeded in acquiring a certain 
authority.” 

With regard to his point that a 
Survey “published by the pro- 
prietors of certain publications 
is fated to remain a somewhat 
controversial document,” we can 
only say that, while it may be 
true of Surveys which have been 
carried out primarily for promo- 
tiona! purposes, it is hardly true 
of the Hulton Readership Survey. 

For the last six years, its steady 
service has been to provide on an 
adequate scale information which 
individual agencies and adver- 
tisers would otherwise feel im- 
pelled to provide for themselves, 
but on a smaller and less reliable 
scale. 

It is carried out by independent 
research organisations, to whom 
Hulton Research stands in the 
relation of one of many clients. 
The administration of the Survey 
is controlled by a panel of ex- 
perts drawn from many sides of 
advertising. At no stage of its 
production could its findings be 
influenced by any interested body. 
The conditions which govern its 
publication are an important 
element in the authority which 
it has achieved. 

BERNARD AUDLEY. 
Hulton Research. 


WHAT'S IN A NAME? The 
controversy on the description 
“advertising agent’’ continues— 
and readers suggest some more 
alternatives. 


. 
‘Advertisor’ 

Sin,—An old point of discus- 
sion has come round full circle 
after 25 years! 

When I spoke and wrote on this 
subject I said, and I now repeat, 
that the term “Advertising Agent” 
was incorrect as applied to the 
skilled practitioner in advertis- 
ing, and that he should be called 
simply the “Advertiser.” 

For these reasons: 

A manufacturer employs an 
architect to design buildings and 
supervise construction. He does 
not thereby become an architect. 
Extend this argument to any of 
the specialised persons or firms 
a merchant or manufacturer em- 
ploys in various capacities essen- 
tial to the conduct or develop- 
ment of his business. He does not 
thereby assume their professional 
designation, 

“Advertising Practitioner” is 
unfortunately too long = and 
rather portentious, “Advertising 
Adviser” won't do either because 
we do a lot of work in addition 
to advertising. As for the other 


brainy suggestions. they can be 
scrubbed out because the solution 
is at hand The advertising 
agent should be called the “Ad 
vertiser” or, to make it a bit more 
professional sounding and look 
ing, the “Advertisor.” 

S. P. O'CONNOR. 
S. P. O'Connor & Co., Ltd., W.1. 


‘Advertologist’ 

Sm,—Dawn breaks for your 
unhappy contributor (Robert S 
“What's your line?” Caplin) who 
doesn't know what to call him 
self, 

The word he needs (Advertisor, 
-ant, -or, indeed!) came to me 
in a flash when | was reading an 
American book on advertising 
(it was, in fact, in the book). 
That word is: Advertologist. 

D. L. HiGGINBOTTOM. 
37 Park Street, W.1. 


. 
‘Advertisant’ 
Sir,—Many years ago | sug- 
gested the word “advertisant,” 
compare—accountant, consultant. 
It does seem extraordinary that 
the word advertising “agent” 
should persist when it is an in- 
correct description both from the 
commercial and legal point of 

view. 
E. S. M. WELLSMAN. 
25 Ridgeview Road, N.20. 


*‘Publicitor’ 


Sir, —If a professional name for 
a person qualified in advertising is 
necessary, | would suggest “pub- 
licitor.” 

But assuming the adoption of a 
professional title there would still 
be varying degrees of practical 
proficiency among those called 
“publicitors.” Clients would still 
choose and remain with firms 
whose advertisements sell their 
goods, whether they called them- 
selves “publicitors” or just stuck 
to the name by which they are 
known and have gained a reputa- 
tion for good advertising. 

Harry O. Eyre. 
Eyre & Sons Ltd., 
Chesterfield. 
. s 
“Adist 

Sirk, The word that has always 
seemed a friendly casual expres 
sion to me—lI think that it was 
probably coined by our American 
counterparts—is “Adman,”  al- 
though I fee] that this does not 
have sufficient dignity to be used 
in this country, Perhaps “Adist” 
may be feasible and useful in our 
campaign to bring more prestige 
to advertising and its agents. 

ALAN BETTs. 
3 Woodstock Street, W.1. 


does not pull for competitors . . . 


Apply: Advertisement Manager, 47 Hertford St. London, W.1 Reg. 7557.8 


COMPLETE NATIONAL SERVICE 
LONDON MANCHESTER 

73 Grosvenor St., W.1. 20 St. Ann's Square 
Grosvenor 8228 Blackfriars 9786 


*Advertor’ 

Sirk, --I fear that “advertor” 
(suggested by R. S. Caplin 
July 2) will not do as an alter- 
native to “advertising man.” An 
advertor (or adverter) is surely 
one who adverts, i.e. refers to, or 
alludes to, 

If I say: “Confound this 
blankety weather” I am adverting 
to the weather. But 1 am cer- 
tainly not advertising it! 

M. HARRISON. 
London, W.3 


‘Adventor’ 

Str,—I suggest two names 
based on the word advertising 
“Advendor” and “Adventor.” 
The first suggests an advertising 
salesman and the latter a creator 
of advertisements. 

MILDRED HOLLINGS 
Cullingworth, Nr. Bradford. 


Irish Motor 
Traders 


Sir.-In your issue of May 14 
there appeared a statement which 
infers that this Society publishes 
an official] organ styled The /rish 
Motor Trader, 

Would you please note that this 
Society is not responsible for the 
productron of any journal, official 
or unofficial. 

Wo. LEMass. 
Secretary, The Society of Irish 
Motor Traders Ltd. 


Biggest picture 


Sir,—So far the largest coloured 
photo enlargement of Her 
Majesty used in the London 


decorations seems to have been 
one 12 ft. high (A.W., July 2). 


As we produced one 16 ft 
high for a Northern client, it 
would be interesting to know 


which town can, in fact, claim to 

have had the biggest picture. 
Ropert P. HyMEeRs. 

Managing Director, 

Mattaco] Ltd. 


 CORBETRY & 


UNDERWEAR 


Your Goecialised Trade Journal 
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A 
STRAW IN THE WIND 


N a recent competition organised by our 
Woman's Department—the theme was furnish- 
ings and the home-——we received thousands upon 
thousands of replies from women readers but it was 


a man who won the first prize. 


This was so unusual that provincial papers recorded 
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it. We think it proves that male readers of The 
Daily Telegraph, as well as housewives, are important 


to advertisers of ‘‘ women’s goods aie 


oe ee a ee ee) 


There are well over a_ million copies of The Daily 


Telegraph sold every day. 


Che Daily Telegraph 
The paper people trust 
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FOLLOWING THE ANNOUNCEMENT OF 
THE B.B.C.’s TEN-YEAR PROGRAMME 
OF TELEVISION EXPANSION— 


Wireless & Electrical 


PGND ALE 


resumes weekly publication on Sept. 19, 
immediately after its special weekly 
Show issues of Aug. 29, Sept. 5, & Sept. 12 


The leading trade journal of the radio, television and domestic 
electrical industries, published fortnightiy since 1941 owing to paper 
rationing, will now, as a weekly, be able to provide an even more 
continuous news service and a more vigorous selling medium, at a 
time when many opportunities for increased television and radio 


sales and service are ahead of the industry, 


THE MOST PROGRESSIVE JOURNAL AT THE 
SERVICE OF A PROGRESSIVE INDUSTRY 


DORSET HOUSE - STAMFORD STREET * LONDON SEL +) WATERLOO 3333 (60 LINES) 
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Government determined on T'V 
A triumph 


e¢—CONSERVATIVE 
CENTRAL OFFICE 


‘Advertiser’s Weekly’ Special 


A document published by the Conservative Central Office 
states that the Government’s decision to introduce competitive 
television “may mark a moment of triumph in the history of 


the free mind”. 


Political observers consider the whole tone of the document 
is further proof of the Government's determination to go ahead 


with the project. 


The document emphasises the 
part television can play in the 


export drive, and presents the 
case for competitive TV in 
cogent style. It states: 


“In TV a monopoly has special 
and additional dangers, for T 
can become far and away the 
most pervasive and hence one of 
the most powerful of agents for 
influencing men’s thoughts and 
actions, No one would quarrel 
with the contention that it would 
be wrong and against every tradi- 
tion of a free people for the con- 
tro] of the press, the publishing 
trade, the theatre or the cinema 
to be in any one hand, no matter 
whose. 

“Yer in its effect on the public 
mind TV can be beyond compari- 
son more potent than any of 
these. 


‘Magnificent opportunity’ 

“In principle, there is no more 
justification, indeed there is less, 
for having only the B.B.C. in this 
ficld, than there would be for 
having only The Times, only the 
Stationery Office, only the Arts 
Council in their respective fields. 
This argument is in no way 
affected by the consideration that 
all these institutions happen to 
be reputable, responsible and 
even renowned 

“This is the fundamental prin- 
ciple that underlies the conclusion 
come to by the Government 
that: ‘In the expanding field of 
television, provision should be 
made to permit some element of 
competition’. 

“Television to-day represents a 
magnificent export opportunity 
which Britain cannot afford to 


@ Continued on page 187 


‘NOT ON SUNDAYS’ 


The counci!] of the Lord’s Day 
Observance Society has passed a 
resolution “earnestly trusting that 
if the Government decide to grant 
facilities for commercial tele- 
vision, they will prohibit all such 
on Sundays.” They fear it would 
“worsen conditions” which they 
already deplore. 
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: A new organisation the 

Popular Television Associa 

tion—has been formed “to 

presemt to the public the true 

facts about competitive TV. 
President she Farl of 

Derby and the secretary ts 

Ronald Sims, who has been 

granted leave of absence from 
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£ fie ld of TV, and to secure for 
sthe public at th rliest pos 
‘sible moment alternative pro 
S grammes in heepu vith the 


: best standards of British 


Fougasse for ‘Two Freds’ match 


Fougasse, the world famous 
humorous artist, ex-editor of 
“Punch,” has generously agreed 
to design the cover of the pro- 
gramme of this year's “Iwo 
Freds” cricket match ia aid of 
N.A.BS. which takes place at 
Hurlingham on Wednesday, Sep- 
tember 9. 

bor the first time in the history 
of the match, the cover will be in 
two colours. Once again Albert 
E. Reed & Co., Ltd., are present 
ing the “Aerocote” paper on 


which the whole programme wall 
be printed. 

Space in the programme ts 
being booked by Jk Sune, of 
Business Publicatio Ltd 180 
Fleet Street (Char KR44), 
who appeals to a nds of 
N.A.B.S. for help iy last 
year’s record co 1 more 
than £1,800. 

Otlers for the iu oods 
not monetary donat nd of 
incentive prize, sh sent 
to H. Dawson-Sa Argus 


Press Lid 


Keith Prowse, 
Lunn accounts 
for Downtons 


Downtons Ltd. have been 
appointed agents to Keith Prowse 
& Co, Lid., and Sir Henry Lunn, 

Ihe campaign for Keith 
Prowse is being prepared to give 
extensive coverage in national, 
Sunday, the London evenings and 
local press, as well as publica 
tions in the entertainment world. 
Copy will feature theatre seats, 
gramophone records, sheet music 
and the new car hire service 

Copy tor Lunns will stress 
world travel facilities in nationals, 
Sundays and class publications, 


Steady sales rise 


. . 

for “The Times’ 

Latest circulation figures for 
the first six months of the year 
show that the sale of The Times 
has risen from 224,472 for the 
last half of 1952 to 225,213. 

Ihe sale of the Sunday Times 
is 531.566 as compared with 
495.300 for the corresponding 
period last year 


Circulation figure of 208 and 
View (formerly 208) is 158,563, 
an imecrease of 40 per cent over 
the previous figure 

Figures for Hulton Press pub- 
lications continue to be steady. 
They give Picture Post 1,040,487 
as compared with 1,059,011 for 
the last half of 1952, Lilliput 
200,510 aus against 200,771 and 
Housewife 200.250 in comparison 
with 203,825 


MUNICIPAL JOURNAL 
Public Works Engineer 


and CONTRACTORS’ GUIDE 


the only technical 
weekly reaching 
every department 
of the £1500 million 
local government 
market. 


3 Clements Inn, W.C.2 
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Agents will have stronger committee in 


talks with outdoor contractors 


FIRST APPOINTMENTS TO LPA’s 
NEW ADVISORY PANEL 


The outdoor advertising committee of the Institute of Incor- 
porated Practitioners in Advertising has been expanded by the 
inclusion of representatives of prominent outdoor advertising 
agencies who, although not members of the Institute, will sit on 
the committee alongside the Institute representatives. 


‘Terms of reference of the en- 
largzed committee include the 
following clauses 

‘lo consider questions relat 
ing to outdoor advertising and 
to represent the views of those 
responsible for the purchase of 
outdoor advertising space on 
behalf of their clients 

To conduct negotiations with 
«utdoor advertising contractors 
and such other persons or 
bedies as may be concerned 
with the sale of outdoor adver- 
tising space. 

To examine and report on 
any matters connected with 
outdoor advertising which may 
be specifically referred to the 
committee 

lo establish, 
advisory panel, the chairman 
of which shall be appointed 
by the committee and to settle 
its terms of reference 
‘The new committee met at the 

Institute when it was formally 
constituted under the authority of 
the council of the Institute. 

Norman Moore, vice-president 
of the Institute and chairman of 
S. H. Benson Ltd, was unani 
mously elected chairman, ‘The 
advisory panel was appointed 
and, in the first place, will inciude 
representatives of the following 
advertising agencies and outdoor 
advertising agencies: Ronald B 
Browne (1. BO Browne Ltd), 
Geoftlrey Goodyear (S. H. Ben 
son Ltd); R. G. Breeze (Erwin 
Wasey & Co. Ltd); Chas. 1 
Hallas (Lintas Ltd.); A. W. New 
ton (A. W. Newton Ltd); R 
Nelson (Outdoor Publicity Ltd); 
BE. A, R. Puplett (Poster Services 
Lid.); A. BE, Hemus (Wide Pub- 
licity Ltd.). 

It is understood that the panel 
has certain powers to co-opt and 
will start work immediately on 
drafting a “business programme.” 


annually, an 


These silver painted trailers 


belonging to the Surrey Gliding 


which are used by 
the country, are now being boosted as an advertising medium 
Club, 
Gliding Championships in Derbyshire this month. 


Newsprint talks 


continue 

John Rodgers, M.P., a director 
of the J, Walter Thompson Co., 
Ltd., suggested in a Parliamentary 
question to the Minister” of 
Materials that only 1,500 tons a 
week were required to end news- 
print rationing. He asked how 
much of this total could be pro- 
vided by increased production 
from home mills, and how much 
might be imported from Scandi- 
navia? 

Sir Arthur Salter said these 
points were being discussed with 
the Newsprint Supply Co., and 
he was awaiting their reply to 
certain proposals. “I should state 
that these did not include a pro 
posal for the complete abolition 
of control,” he added, 


Doctors criticise 
‘Family Doctor’ 


The advertisement content of 
the British Medical Association's 
publication, Family Doctor, was 
criticised at the annual represen- 
tative meeting of the Association 
at Cardiff. 

An amendmen’ to the motion 
that the report of the Family 
Doctor committee be accepted 
alleged that the publication car- 
ried advertisements for drugs of 
doubtful value and condemned 
that as “unethical.” 

On an assurance from the 
chairman of the committee that 
all advertisements were closely 
scrutinised and that in any case 
only § per cent of the revenue 
came from that source, the mover 
sought leave to withdraw. 

But that was refused by the 
meeting and the amendment was 
passed by 150 votes to 116. 


gliding clubs throughout 
This one, 
British National 
Gliding enthusiasts hope 


is attending the 


advertisement revenue from their trailers may offset lack of a Government 
subsidy, 


. . 
British car sales 
. . 
in America 
British cars are under 
advertised in the United States 
according to a study of the 
past and future of imported 
car sales there published by 
the New Yorker 
Their verdict is: “Few im- 
ported cars have made con- 
sistent and adequate sales 
effort through national adver 
tising in relation to. their 
individual market possibilities 
“During the past five years 
we have kept a_ careful 
saccount of the = individual 
snational magazine expendi- 
stures of every imported car: 
scompany which is endeavour-: 
: to sell into the US: 
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sales curve of the: 
companies whose advertising: 
was most stable shows the: 
smost marked increases.” 4 
POO e meee ewe eeeeeweeeereeeeseeel 


. ° ° 
Soap in the air 
This Miles Griffin rotair, used in con- 
junction with a dispenser tray, 1s 
being issued to retailers of Fairy 
Soap by Thomas Hedley & Co., 
Lid. The rotair arrives threaded 
with nylon and, if desired, can be 
removed and suspended from the 
ceiling. 


Hints on new techniques 


e e 
in self service 
“ FPELATED selling”—the positioning of foodstuffs so that 
one purchase leads to another—is one result of the 
intense planning in American self service stores, it was revealed 
at the annual meeting of the Self Service Development Associa- 


tion in London last week. 


Much thought has been given 
to the housewife’s progress 
through the store, the goods be 
ing arranged in the order which 
she is likely to require them, it 
was Stated 

A favourable 
American self service methods 
was given by three speakers, 
members of the productivity 
team that visited the U.S. to study 
retailing They comprised two 
store owners, C, E. Worthington 
and V. N. Eley, and a trade 
union official, T. W. Cynog Jones 
R. F, Rooke, chairman of the 
Association, presided 

The tremendous size of the 
self service stores, the mass sell- 
ing and “shock tactics” methods, 
and the huge variety of food 
stuffs to be found under one roof 
were three impressions retained 
by Mr. Worthington. He found 
that the grocery and provision 
stores were tending to lose their 
identity and to become general 
stores In some parts of the 
States one could shop almost any 
hour of the day and sometimes 
late into the night 

Everything in the shop was 
clearly price marked, and much 
thought was given to the design 
of the package, All the story had 
10 be told on the package, because 
few people in the store knew any- 
thing about the product 

Mr. Worthington was adversely 
impressed by the way many 
stores smothered their windows 


report on 


with crude posters, badly printed 


in harsh colours 

Mr. Eley spoke of 
selection” of “soft 
These are placed on fixtures 
which make them readily acces- 
sible to the customer, but the sale 
is completed by a shop assistant 

a procedure when 
sizes and colours involved 
and the buyer required advice 
He found that self selection 
materially assisted the staff prob 
lem, and that rises in sales offset 
losses through soilage, pilferage, 
and wastage. 


Workers benefit 


Information given on the pack- 
age about the nature of the fabric 
and how it should be laundered 
was of great assistance now that 
so many new fibres and materials 
were being introduced 

Mr. Eley felt that self selection 
gave opportunities to shop fitters, 
of which he honed they would 
tuke advantage 

Mr. Cynog Jones dealt with the 
question whether self service 
caused redundancy of staff by 
saying that the labour force in 
the American retail food trade 
had increased by 50 per cent from 
1940 to 195] This was due 
partly to changes in shopping 
hours and partly to the fact that 
Americans were buving more 
foodstuffs than ever before 
Workers had benefited from the 
increased prosperity 


“self 


goods.” 
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JULY 23, 1953 


Sir Miles 
as NABS 


president 


Sir Miles Thomas, chairman 
of B.O.A.C., was elected presi- 
dent of the National Advertis- 
ing Benevolent Society at the 
Society’s annual meeting cn 
Friday. 

Proposing his election Hubert 
A. Oughton, chairman of W. S. 
Crawford Ltd., said that in the 
past Sir Miles had done a great 
deal for advertising, and he 
added: “We are very proud to 
have such a wonderful leader as 
head of British commercia! avia 
tion.” 

Tributes were paid to Miss J. A 
Reynolds, the retiring president 
N.A.B.S. was indebted to her for 
the work she had done, said Mr 
Oughton. He also praised the 
Women’s Advertising Club. of 
London for the help they had 
given the Society in Miss 
Revnold’s “great and record 
year.” and thanked her agency, 
Samson Clark & Co., Ltd., for 
their contribution to the work 

Miss B. S. Fielding said they 
were proud to have had so dignt 
fied a person as Miss Reynolds 
as the first woman president of 
N.A.B.S. “No other woman in 


advertising could have so com- 


pletely fulfilled the task.” she 
declared 
Miss Revnolds was elected a 


Other new vice 
James Water- 


vice president, 
presidents are Sir 


low, Hugh T. Appleton, Trevor 
Bowen. John Coope, George 
Mills, Douglas Saunders, and 


Leonard Sinclair 

Other elections: 

Chairman of the Council: Mrs. 
A_ E. Pearce; vice-chairman of the 
Council, G. Lindley Sparkes; 
hon. treasurer, Hubert A. 
Oughton; hon. secretary, H. I 
Clarkson; and assistant hon 
secretary. Miss B. S. Fie!ding. 

Council—-Miss Gwen Ferguson, 
Miss F. A. Sangster. J. M. Beable. 
EF. Glanvill Benn, Ronald B. 
Browne. C. P. R. Crane, W. C. G. 
Drew. W. B. Harbud. R A. 
Loader, W. A. Messenger, G. R. 
Pope, R. C. Sykes, J. L. Verrinder 
and Geoffrey Wills 

Trustee members of the coun- 
cil—Miss_ if Nowell, Philip 
Emanuel, Leslie Harwood, Stuart 
Mander and F. Howard Potter 
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Official advice booklet on 
careers in advertising 


i i is a misconception that 
salaries in advertising are 
very high,” states a booklet, 
“Careers in Advertising,” pub- 
lished by the Advertising 
Association to assist university 
appointments boards, technical 
colleges, careers masters, and 
others called on to advise 
young people on their choice 
of a career. 

Much depends on individual 
worth, so far as salary 1s con- 
cerned it is pointed out, 

Ihe booklet adds: 

“A first-class creative artist 
might earn £1,000-£1,500 a year, 
un account executive up to 
£1,500, a copywriter up to £1,000 
(oceasionally £2,000 for a copy 
chief) and an advertising man- 
ager up to £2,500 

“But these would be outstand- 
ing men, and, in numbers of 
people employed, advertising Is a 
comparatively small — business. 
Ihe ordinary advertising man- 
ager’s salary would probably be 
in the region of £1,000 a year. 
A copywriter might earn about 
{H00 a year 


Chance for youth 


“Advertising does not offer a 
wide range of appointments in 
the way that the secretarial, 
accountancy or law professions 
do, but. advancement in adver- 
tising is possible at a relatively 
young age if the man or woman 
does possess the necessary train- 
ing, skill and ambition.” 

Ihe booklet explains — the 
organisation of advertising, and 
lists the basic requirements of 
those employed in its various 
branches. 

“Entry into advertising,” it 
states, “is most likely to be 
effected by answering a ‘situations 
vacant’ advertisement in the 
press mn 

The trade press is particularly 
recommended for such advertise- 
ments. “In any case the aspirant 
will find it worth while to become 
a regular reader of the advertising 
trade press.” 


Personal qualities 

The booklet states: 

“To fit oneself for an advertis- 
ing Career, it is usually necessary 
to possess a Genera! Certificate 
of Education (with passes in at 
least four subjects at ordinary 
including English) or its 
equivalent. A good standard in 
English is essential, especially for 
the copywriter. 

“If one is keen on the art side 
of advertising, a first-class art 
school training is necessary. 
making a special study of Jayout, 
typography and lettering rather 
than drawing pure and simple. If 
the student has ability of a high 
order for illustration or fashion 


level, 


drawing, it should he possible to 
become a freelance artist work- 
ing through an art agent, from 


whom advertising 
the art work they require 

“If the bent is towards mathe 
matics and economies, this know! 
edge may be adaptable to mar 
ket research 

“Advertising also demands cer- 
tain’ personal qualities such as 
originality, organising ability, 
initiative and an understanding 
of human psycholoey. 

“The most important fact for 
the applicant to remember is that 
answering advertisements is the 
only way by which one can 
reasonably expect to obtain a job 
It is true that a few of the larger 
agencies do accent applicants as 
trainees, but this 
entirely limited by demand 
Some agencies accept trainees 
during the summer holiday 
periods in order to give them a 
preview of what the work ts like, 
but here again numbers are very 
limited. Usually the young ad 
vertising man or woman will 
learn from experience in Various 
junior positions and by studying 


agencies buy 


practice 1s 


for the professional examina 
tions.” 

Cecil D Notley Advertising 
Ltd.. the Advertising Associa 


tion’s honorary agents were res 
ponsible for the booklet’s layout 
and typography 


‘lways ask for 


onno',, 


the p 
9 
: ‘Pillar Bee, 


Two 40 watt lamps wit! ne switch 
connection gives 2% Hashes 


for sales messages oF play aid 


Sales messages on 
the cabinet 


An illuminated advertisement 
sign, produced by Stud © LTorron 
Lid., of Belsize Park \ W.3, ts 
to be used for w w and 
counter display Jenners’ 
Properties Ltd., to | their 
beer. 

It is a four-legged ibinet 
(18 in. long, 12 in 18 in 
deep) stove ename! cream, 
with a removable t | glass 
panels (to carry sak es) in 
front, top and sides which 
can be changed to su other 
advertisements. 1 panel 
is of 24 o7. glass a rs of 
32 07. glass. Hlun pro 
vided by two 40 wat with 
time switch conn g 20 
seconds intermitte: The 
unit can be plugs ) any 


light point 


ADVERTISER'S WEEKLY 
‘Daily Sketch’ 
page deeper 


As from Sunday the Daily 
Sketch will be published at. its 
new permanent home, 

Its editonal, circulation, pro 
cess and art departments, com 
posing room and part of the 
foundry move to New Carmelite 
House, where they will occupy 
three complete floors 

The machining of the actual 
edition will, for the first time, be 
carried out on the News of the 
World machines on Sunday night, 
and with Monday's paper, the 
Page-size increases in depth from 
14f in. to 16 in, This will provide 
for the inclusion of an extra hall 
column of matter per page 


MORE TEA IS 
BEING BOUGHT 


A slight advance in tea con 
sumption in Great Britain is in 
dicated in a survey carried out by 
the Tea Bureau, Average weekly 
consumption of tea per house 
hold ts a little over 10 oz, it 1s 
estimated, and with an average 
of 3:3 persons in each house 
hold, the consumption per pet 
son is Slightly over 3 o7 

Tea drinking outside the home 
has declined slightly as domestic 
supplies have increased. The sur 
vey finds, however, that there has 
been a steep fall in coffee drink 
ing, both inside the home and out 


Howards to open 
in Amsterdam 


The Howard Organisation 
which embraces Howards Press 
Advertising Ltd. and Howards 
Publicity Ltd., and now has offices 
in Manchester. London and Hull, 
is planning to open a branch 
office in Amsterdam. L. Gilder, 
managing director, is visiting 
Holland and hopes to complete 
arrangements 


Handling publicity 


° 

for productivity 

Responsibility for publicity 
about methods of increasing pro 
ductivity, which has hitherto been 
vested in the ‘Treasury, has been 
transferred to the Board of Trade 
as the Government Department 
now venerally responsible for co 
ordinating activities in connection 
with productivity. 

Those members of the staff of 
the Treasury information division 
who are responsible for Tarver 
(the monthly bulletin on produc 
tivity) have been transferred to 
the information division of the 


Board of ‘Trade 


ve 

‘First used neon 

on vehicles’ claim 

Montague Burton Ltd. the 
tailoring firm, were the origina 
tors of neon lighting on vehicles 
it 18 Claimed in an article on their 
distribution service published in 
the summer issue of Transporta 
tion, published by the Goodyear 
Tyre & Rubber Co. (Great 
Britain) Ltd 
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ADVERTISER'S WEEKLY 


RIVER 
PAGEANT 


The City Display Organisation 
built 21 of the barges which ap 
peared jn the Royal River pageant 
staged on the Thames yesterday 
(Wednesday) in the presence of 
the Queen and the Duke of Edin 
burgh They included all 12 of 
the historic tableaux which 
formed the principal section. 

The barges were designed and 
built in less than six weeks, D 
Goadby, sales manager of the 
City Display Organisation, told 
ADVERTISER'S WEEKLY. Guy 
Sheppard designed the historic 
tableaux and John Lansdell, the 
Port of London Authority's entry 
which showed in one-tenth scale, 
the liner Gothic standing jn the 
Royal Docks 

“We had 70 men working on 
this project and used al! manner 
of materials from plywood and 
metal to rubber and plaster,” said 
Mr. Goadby, “The scenic work 
had to be very substantial as we 
were told to expect 40 to 50 
m.p.h. gales on some parts of the 
river.” 

Commercial entries handled by 
City Display included Tate & 
Lyle, Samuel Williams & Co., 
New Zealand Dairy Produce, the 
New Zealand Tonnage Commit 
tee, representing five New Zea 
land shipping lines, Australia, and 
the Port of London Authority 


*Anxietw’ over 
tin plate costs 


Ihe price increase for which the 
tinplate manufacturers are press 
ing would cause sharp consumer 
resistance and might well impair 
the markets which will be neces 
sary for the new mills, states the 
chairman of the Metal Box Co., 
Ltd., Sir Robert Barlow, in his 
annual report. 

“It might have been expected,” 
he stated, “that a shortage of 
orders and heavy stocks would 
have resulted in some price re 
duction. While this has been the 
case to some extent In overseas 
markets it is unlikely in the home 
market, for which, indeed, the 
makers are pressing for a price in 
crease to cover extra costs 

“The Ministry of Supply and 
other interested departments are 
being kept fully informed, but the 
outlook remains a source of 
anxiety for all concerned.” 


Call for canisters 


He continued: “It is early yet 
to assess the full effects of the 
removal of the packaging restric- 
tions, Smaller containers for pro 
cessed foods and milk, long pro 
hibited, are once more being 
produced in quantities. Decorated 
canisters for tea, biscuits, sweets 
and confectionery are quickly re 
gaining that popularity in” the 
home market which they had 
before the war. Other products 
for which the tinplate container 
was prohibited are now being 
packed again in tinplate.” 
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What it is like running 


an American 


agency 


EMPHASIS ON SELLING IMPRESSED 
BRITISH MANAGING DIRECTOR 


“From now on our agency is going to forget all about adver- 


tising and think only in terms of selling. 


It is far too easy to 


get stuck in the mechanics of buying space.” F. A. Nicholson, 
managing director of Legget, Nicholson & Partners Ltd., made 
this comment on his return from the United States where, for 
three months, he has been acting president of Robert W. 
Orr and Associates of New York. 


Another of Mr, Nicholson's 
aims 18 to raise through advertis 
ing the standard of British living 
to the equivalent of that enjoyed 
in America. “It is only a question 
of time.” he told ADVERTISER'S 
WePKLY. “It is not impossible 
if we tell the bricklayer long 
enough that he needs a refrigera 
tor, a car, Or a house with two 
bathrooms he will, in time, work 
longer to get the money to buy 
them.” 

Mr. Nicholson would use pro- 
vincial newspapers in industrial 
areas to advertise cars, It would 
be testimonial advertising with a 
slogan such as ‘Your workmate 
Jack Jones uses a car.” 

Working in an American 
agency he was greatly impressed 
with the en- 
thusiasm and 
verve with 
which every- 
5 o 4 @ 
worked. 
Everybody 
was a specia 
list in one 


job There 
was no “Jack 
ot 29 


trades.” The 
key man in 
the agency 
sane Bk Nicholson 
who always headed the creative 
side 

Although American advertise- 
ment copy was brilliant he felt 


Po. a, 


they had a lot to learn from 
British advertisements about the 
visual side 

He also referred to the tre 
mendous power of sponsored TV 
in the States. Armed with the 
latest statistics -something which 
the American ad. man could al 
ways produce on every subject 
he revealed that in the last three 
years there has been an increase 
of sponsored time on the four 
major networks of 230 per cent 

“And,” said Mr. Nicholson, 
“this has had no harmful effect on 
newspaper Or magazine advertis- 
ing Most of the extra time has 
heen paid for from increased ap 
propriations.” 


Planning a campaign 


How does an American agency 
go about planning a campaign? 
In theory nothing is decided by an 
individual campaign, he stated. 
There is a meeting of a planning 
board which represents every 
department They produce a 
formula which goes down in writ 
ing From this is produced a 
“bible” with facts and figures on 
the overall market, the client's 
share of the market, production 
notes and trends, distribution of 
the product, retail promotion, the 
objects of the campaign and 
details of the publicity and ad- 
vertising. Everybody is “in the 
picture” before the campaign 
opens 


M.P.’s diseuss white fish publicity 


Ihe White Fish Authority has 
spent about £80,000 a year on its 
publicity campaign, G. R. H 
Nugent, Joint Parliamentary 
Secretary. to the Ministry of 
Avriculture and Fisheries revealed 
in the course of a Parliamentary 
debate on the white fish subsidy 

The campaign had been very 
successful in putting over to the 
consumer and distributive trades 
the value of consuming fish, he 
claimed. ‘The Authority's total 
budget, including provision for 
this publicity and for research 
they had in hand, amounted to 
about = £120,000 That left 
£266,000 in the bank ready to be 
called on if they needed more in 
an emergency, “If and when thei 
work increases, we shal] certainly 
be willing for them to come for 
ward and ask for an increase in 
the levy. he said 

He thought, however, that to 


plunge jnto exnensive and drama- 
tic kinds of research, which might 
look attractive to the outsider, 
might be a comolete waste of 
money 

Mr. Nugent's statement was in 
answer to a suggestion by 
Edward Evans (M.-P. for Lowes 
toft) that one of the Authority's 
major tasks lay in the field of 
marketing and. distribution If 
only they could persuade the 
average housewife to buy a little 
more fish a week, the whole of 
the fishing problem would be 
solved, said Mr. Evans. 

The amounts going for meal 
and manure need not go for these 
purposes if only a little more fish 
Were caten per family 


He thought the Authority 


should embark on a “great cam- 
paign for publicity and market 
ing.” 
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Poster display 


in Leeds 


“Posters must be judged by the 
following three criteria they 
must secure attention, they must 
please, and they must secure 
action. Posters that do not secure 
action cannot succeed.” 

These were the rules laid down 
by W. Wallace, chairman of 
Rowntree & Co., Ltd., of York, 
when he opened the exhibition of 
poster designs in colour at the 
Leeds City Art Gallery last Wed- 
nesday. The display, sponsored 
by the British Poster Advertising 


Association and the London 
Poster Advertising Association, 
was promoted in Leeds by 


Sneldons Ltd. 

Mr. Wallace said his firm had 
a great resnect for the work done 
by Sheldons. 

Cyril Sheldon, chairman and 
joint managing director of Shel- 
dons Ltd., who presided at the 


see eweereee eee eeeeeeeen 


‘Gorgeous splash 
of colour’ 
The “Yorkshire Post” car- 
this comment on the 
: exhibition: 
: “The poster designs are all: 
: on the theme that the poster: 
:is the only medium which: 
sallows for the completely: 
: successful use of colour on a: 
: large scale. The best of the: 
: British entries are sharp,: 
: brisk and impeccable in their: 
: clarity, The best of the Con-: 
:tinentals are — whimsical, : 
: imaginative, and spontaneous. : 
: Commercially some of the: 
: designs might not be success-: 
: ful, and there are a few 
: which are trite to a degree. 
: But on the whole the exhibi- 
tion is a gorgeous sovlash of 
: controlled colour.” 
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opening ceremony, said that it 
was he who had proposed the use 
of the famous Frank Brangwyn 
scaffolding poster of a building 
in course of construction for the 
Leeds University Building Appeal 
when the anneal was launched by 
the then Duke of York 

Preceding the onening of the 
exhibition, Sheldons gave a lun- 
cheon at the Hotel Metropole, 
Leeds, which was attended by 
civic representatives of church 
and University leaders, prominent 
business men and members of the 
advertising industry, 

In charge of the arrangements 
wus Basil Sheldon, joint manag 
ing director of Sheldons. and 
also present was W. Walker, 
Leeds manager 

The deputy Lord Mayor of 
Leeds, Ald. H. M. G. McKay, in 
a brief sneech, said that he was 
a great believer in advertising 

“You, and the commercial ad- 
vertisers and travellers are the 
essential veople,” he said. “Other 
people may make the goods but 
what could they do when thev 
put them on the shelves without 
advertising?” 
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| Camera strip | 


The camera C.D4 
delegates in off 


captures 
juty mood 


B. L. Baker (Regent), J. E. Ortton 

(Sheffield), Cmdr. A. Robertson- 

Macdonald, L. E. Room, and Lt.- 
Col. Maurice Batchelor. 


Ivan Luckin (London), Harold Cave 
(Leicester), R. Willtamson (Leeds). 


F. Gordon Reaves (Coventry), 
Gough (Birmingham), and 
Winford (Coventry). 


Tom 


Miss bk. Gott (Newcastle) and W. H 
Hamp Hamilton (chairman, C.D.C.). 


L. P. Seoit 


The Council! of Manchester 
ty Association, on th 
on of Eric Schofield 
N\ N Jones h 1s 
ded that the president of the 
Associat Laurence P. Scott, and 
the chairman, F. A. Paessler, should 


Pub 
propos - 
seconded 
unanimously de- 


by 


on 


is Manche 


CONFERENCE 
PROGRAMME 
APPROVED 


Fighteen clubs were represented 
at the Club Development Commit- 
tee’s meeting held at the Regent 
Advertising Club in London last 
week-end. 

They received a 
working committee of the Harro- 
gate Conference —-which itself held 
meetings on Friday evening and on 
Saturday. 


report from th 


It was stated that arrangements 
for all aspects of the Conference 
are proceeding apace. The business 
programme was approved in prin- 
ciple and names of speakers are now 
being finalised. The programme 
varies considerably from that at the 
previous Harrogate Conference in 
allowing extra time for the discus- 
sion of the future of organised ad 
vertising and also of the part which 
national advertisers can play in the 
club movement. 

Present at these meetings was 
Lt.-Col. Maurice Batchelor, chair- 
man of Batchelor’s Peas Ltd., who 
will be president of the Harrogate 
Conference. 

Norman Groome and area organ- 
isers. were congratulated by the 
C.D.C. on their organisation of the 
national public speaking contest, 
and Mr. Groome was re-elected 
national organiser for the 1954 con- 
test. 

Delegates were entertained 
lunch by World's Press News. 


to 


London 
porno sss 


. 
Chairmen of the 
. 
committees are 
approved 

Several changes in the list of 
committee chairman for the 1953/54 
were approved by _ the 
Publicity Club of London last week. 

Following the practice which has 
become common during the past 
few vears, the Club's vice chairman, 
Miss Sylvia Weinberg, will 
chairman of the general 
committee 

Succeeding Miss Weinberg 
chairman of the house committee 
is Andrew Reyersbach, one of the 
six newcomers to the Club council. 

Of the other new council members, 
Alan Edney takes over the gala 
committee, Reg Levi becomes 
“Little Journeyman”, and J. Hunter 
Fairley becomes press officer. 

Other appointments confirmed 
were: social committee J. H. A 
Cocks: membership Gladys Ensor; 
finance S. T. Holmes: Club Develop- 
ment Committee delegates W. R 
Balch and Ivan Luckin; 
speaking F. Hughes-Freeland 
tvpographer W. Harold Butler: 
N.A.B.S. steward Leon Goodman, 
programme C. D. Rant: reception 
FP. Pemberton; fellowship Fred 
Harding 


season 


act 
purposes 


als 


as 


public 


hon. 


education PF. 
Milne Announcer Alan 
librarian Jack Blanche; cups and 
compettions H. John Hewson; 
international contracts F. E. 
Preston. 


Murray 
Betts: 


‘ster president again 


be invited to continuc in 
offices for a further vear 

The annual general mecting is to 
be held on Wednesday, October 14. 

Luncheon meetings are to con- 
trnue on the second Wednesday of 
the month with effect from Septem- 
ber. 


these 


1S] 


GOLF 


Osborne-Peacock he! 
Thursday. Mrs. 
above. Left to right 1w 
Lid., Mrs. W. E. Osborne. W. ¥ 
Left to right standin R 
Textiles Lid... J. Blanch ¢ 


their 
seated 
Judson 4 


Peacock 


ADVERTISER'S WEEKLY 


o0o0o0o°o 


annual golf meeting at St 
Osborne presented the prizes to the winners shown 
Wiltshire of John Mackintosh & Sons 
Oshorne, H 
Radio 
Daily Express’), Bol 
Glasgow 


George's Hill last 


J. Potterton of Currys Ltd. 
Times’), D. Jolly of Vantona 
Yule, director of Osborne- 
otlwe 


New cup for NAGS ‘veterans’: 
Ryder ¢ up match facilities 


A new event” the Veterans’ Cup 

iS to be introduced at the autumn 
meeting of the Newspaper & Adver 
tisers’ Golfing Sox Sunning- 
dale on Wednesday, September 30 
This cup ts for competition by 
players of 55 and ov ind has been 
given by a number of members in 
that age group 

Meanwhik 
totalisator scheme ited at las 
week's summer meeting at Berkshire 
that another totalisator he run 
in the afternoon Sunninedak 
when the Captam 4 played 
for. 

Immediately aft 
meeting, the Ryder ¢ 
tween Great Britain 
States is to be played W 
and the NAGS 


iutumn 
ch in 
United 
worth 

hay 


Silverstone 
Broadeasts to 


« . 
23 countries 

The Daily Expr ponsored 
British Grand Prix w at 
Silverston on Satu tel 
vised. It was the firs that TV 
cameras had been r race 
meeting since befor 

There wer tral , on 
Saturday morning, af i tele 
film on Saturday « well as 
a half-hour preview iursday 
evening 

A radio commen 
cast to 23 counts d 
a Silverstone meeting 

A crowd of 100.00 
track. Max Aitken 
of London Exp: 
presented the priz 


hroad 
for 


to the 
man 
hepers 


Press Council «:cets 
The first meeting Press 
Council held n on 
Tuseday Colonel J r, of 
The Times, w nan 
{ the 
nan 

the 
hon 


wa 
iS app 
Alton ‘a ! 


Newspap t Proprict 
was appointed secre! 


made special arrangements for mem 
bers who want to watch the profes 
sionals in action. A N.A.LG.S. tent 
aus well as the amenities of the 
Wentworth clubhouse, will be avail- 
able for their use. Bach “Nag” may 
bring one guest 


Summer meeting 
results 


Sixty-four players competed in the 
summer mecting list week. Results: 
singles, for The Times Challenge 
Cup. W. A. Shark; runner-up, A. R 
Everett hest first nine, W. S 
Robinson; best second nine, L. | 
Howard. bor the Daily Mail Chal 
lenge Cup: H. HW. Amos: runner-up, 
D. Passmore; best first nine, I : 
Masius; best second nine, D. 1 
Hardy 

Foursomes, for the Daily Express 
Cups: P. W. G. Needham and G. H 
Dunbar: runners-up, L. W. Need 
ham and J. Coope: best first nine 
J. V. Boardman and G. P. Simon 
best second nine, H. Le-Bas and 
G A. Usher For Scotland's 
Quaich: W. A. Slark and F. G 

runners-up, G. P. Jackson 

Everett: best first nine, 

Tilbury and K. V. Braddon 

hest second nine, P. D. White and 
bt. D. Olden. 


Odhams beat 
Bowaters 


Odhams Press 
heat Bowaters 
+ matches 2 
Betchworth 
Saturday 

Details, with Odhams’ names first 
were: W. H. Parrack and G. Rolla 
son beat K. N. Linforth and G, W 
Shaw, 2 and 1: G. C. Odhams and 
H. G. Duncan beat R. A. Batchelor 
and A. Ireland, 4 and 3, C, Bray 
and D. R. Lloyd beat A. A. Good 
willie and | Mantk S and 4 
C. A. Bull and F. A, Stevens lost 
to A. S. Linforth and FE. T. Baker 
4 and 3: P. Odhams and G. Ives 
halved with W. Cro and F, ¢ 
Simmonds: W. F. Smith and M. J 
Smith lost to J. O'Regan and P 
Colthup, 2 up. 


Golting Society 
Golfing Society by 
2, with one halved, al 
Park, Dorking, on 


to 
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Memory joins 
‘News Chronicle’ 
board as ad. 


director 


William Memory, acting 
head of the News Chronicle 
advertisement department since 
the beginning of this year, who 
joined the paper as advertise- 
ment manager in 1936, has 
been appointed to the board of 
the News Chronicle Ltd., as 
advertisement ae. 

* 


S. A. Sibbring a A. G. Steven- 
son have been appointed joint 
general managers of G. S. Royds 
Lid. Mr. Sibbring has been for 
many years in control of the pro- 
duction department of the agency 
Mr. Stevenson joined the company 
in 1937, with a wide experience in 
advertising, as an account e¢xecu- 
tive. Art director for many years, 
A. P. Tompkin has been appointed 
to the board of G. S. Royds Ltd. 


New appointments 
at Hulton Press 


Vernon Holding, general manage: 
of Hulton Press, announces the fol 
lowing appointments : 

John B. Myers has taken over 
control of all) publicity activities 
while still remaining manager of 
Hulton Enterprises. Prior to join- 
ing Hulton Press in 1950, Mr. Myers 
was director of publicity and adver- 
tising for the J. Arthur Rank 
Organisation. 

Robert Boyd has been appointed 
circulation manager in succession to 
Mr. Holding. Mr. Boyd has been 
with Hulton Press since 1938, work- 
ing on both the advertising and 
circulation sides. Leaving the Army 
in 1946, he rejoined the circulation 
department and was appointed assis- 
tant circulation manager in 1949. 

J. K. Kotch has been appointed 
assistant to the general manager 
Mr. Kotch, who is 33, is a graduate 
of Wadham College, Oxford, served 
during the war in the Royal Artil- 
lery and joined Hulton Press in 
1947, 

Hulton Press also announces the 
resignation of R. W. Dickenson, 
“oa general manager, and 

Thomas, publicity manager, 
na ‘of whom have taken up ap- 
pomtments elsewhere. 


* * 

D. G. Burchell has joined David 
Macaulay Advertising Ltd. as pro- 
duction manager. He was previously 
assistant to the production manager 
of Legget Nicholson & Partners Ltd. 

* * 


* 
Michael Smalley, account execcu- 
tive of G. Street & Co., Ltd., and 
Mrs. Smalley, were injured in a car 
accident last week. Both are in 
Chelmsford hospital. Neither is 
seriously hurt, 
* * * 

Brian Newton Cox has been ap 
pointed chief photographer to 
Jenolite Lid., manufacturers — of 
industrial chemical specialities, and 
has taken up his duties at the West 
End offices of the firm's publicity 
department. He was formerly with 
the photographic department of the 
600 Group of companies. 

* * 


Eric Hobbs, an art director at 
S. H. Benson Ltd., who handles the 
Guinness account among others, has 
illustrated two children’s books 
which bave just been published by 


152 


The Hogarth Press. The books are 
by William Sanson, author of The 
Face of Innocence, etc., and are 
titled 11 Was Really Charlie's Castle 
and The Light That Went Out. 

* * 


* 
Patricia Anne Saward, daughter 
of Hal Saward, of Saward, Baker 
& Co., Ltd., is to marry B. P. Ayling, 


a representative of Iliffe & Sons Ltd., 


at St. Andrew's Church, Coulsdon, 
on Saturday. 
* * * 


W. J. Garnham, director of cir- 
culation of the Argus Press Ltd., has 
been appointed a director of the 
Bicycle Publishing Co., Ltd. 


* * * 

R. H. Wright, Portland Advertis- 
ing Service, Manchester, has 
returned from a trade investigation 
visit to Canada and America. 

* * 


A. L. Brown, formerly with 
Osborne-Peacock Co., Ltd., has 
joined the Howard Organisation in 
Manchester as production manager 

* * * 


Former art director of Staples 
Press Ltd., and founder of a well- 
known London studio, E. W. Hugh 
White has joined David Judd Asso- 
ciates Ltd. as senior executive. He 
has spent the last two years as art 
director of Stereoptics Ltd 

* 


Leslie Coney, senior account 
execuive with C. P. Wakefield Ltd., 
has been presented by his wife with 
a daughter—Vanessa Frances. 

* * * 


Miss “Bobbie” Whittaker has 
taken over from Clive Broadfield as 
manager of the Auger & Turner Ltd 
Birmingham office. 

* 


* 

Peter Wilson, head of the radio 
department of the J. Walter Thomp- 
son Co., Ltd., collaborated on the 
script for the TV parlour game 
“Why?” 


Thielé new ISBA 


chairman 


At the first mecting last week of 
the 1953/54 executive committee of 
the Incorporated Society of British 
Advertisers W. C. Thielé, advertising 
manager of Yardicy & Co., Ltd., 
was clected chairman of the execu- 
tive committee. He succeeds C. B 
Wrey, advertising manager of the 
Imperial Tobacco Co. (of Great 
Britain & Ircland), Ltd., wito was 
chairman of the executive for the 
past four years and continues to 
serve a$ a member of the committee. 

F. W. Paul Corbould, a director 
and general manager of Vick Inter- 
national Ltd., was elected  vice- 
chairman and will combine the office 
with that of hon. treasurer of the 
Society during the ensuing year. As 
chairman and vice-chairman respec- 
tively of the executive committee, 
Mr. Thiclé and Mr. Corbould be- 
come ex-officio members of the 
council of the L.S.B.A. Mr. Wrey 
has also been co-opted to. the 
council 

* * * 


John P. English, vice-president, 
Grant Advertising Inc., India divi- 
sion, is visiting London on his way 
from Calcutta to Chicago to attend 
a conference between managers of 
Grant's offices. He was with Samson 
Clark & Co., Ltd., in London, for 
16 years. 

. * * 

Arthur Smith, who joined F. W. 
Sears Ltd. in 1950 has been ap- 
pointed a director. 

* * * 

Jack O’Sheehan, publicity director 
of the Irish Hospitals’ Trust, has 
been appointed a member of the 
Irish Broadcasting Advisory Com- 
mittee. He is chairman of the 
Association of Advertisers (Ireland). 


W. Memory 


S. A. Sibbring A. 


Owen Rowley) 


G. Stevenson 


C. J. Lawrence 


A. P. Tompkin 
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Owen Rowley 

as chairman 
of ‘Evenin 
Standard’ 


Important changes are announced 
in the direction of the Evening 
Standard. 

Owen Rowley has been appointed 
chairman of the Evening Standard 
Company and his place as general 
manager will be taken over by 

. J. Lawrence, who for the past 
six years has been manager of the 
Express Newspapers in Manchester. 
Mr. Lawrence will assume executive 
responsibility for _ managerial 
——e of the pape 

Rowley, who in his 30 years 
-.., ‘the Express Group has been 
successively publicity manager, 
classified advertisement manager and 
manager of the Express in Glasgow 
and Manchester, will concentrate on 
general policy and development. 

Before going to Manchester, Mr. 
Lawrence was circulation manager 
of the Daily Express. 

* * * 


Midlands [AMA 


FE. Luscott Evans (Tube Invest- 
ments (Export) Ltd.) was chairman 
at a committee meeting of the Mid- 
lands branch of the Incorporated 
Advertising Managers’ Association 
held at the Imperial Hotel, Birming- 
ham, last week. Iwo new com- 
mittee members were appointed 
C. R. Bayliss (Birmingham Co- 
operative Society) and A. E. Brown 
(sales promotion manager—Henry 
Meadows Lid., Wolverhampton). 
Mr. Brown was for some year secre- 
tary to the Manchester branch 
1.A.M.A. A. E. Upton (Cuxson, 
Gerrard & Co., Ltd.) was ap- 
pointed press officer. Plans were 
discussed for an inaugural meeting 
in October. 


* * * 

Paul P. Gould has joined the pub 
licity department of International 
Combustion Ltd., in London, on his 
release from the Forces. 


Obituary 
A. D. S. Roncoroni 


A. D. S. Roncoroni, who since the 
war has been financial advertisement 
manager of the Financial Times, 
died at Middleton on Seca on Mon- 
day night after a very long illness. 
He was 44. Before the war he 
worked on the Morning Post, The 
Scotsman and Central News. During 
the war, as a major, R.A., he was 
taken prisoner and spent two years 
in Italy, but escaped to join the 
commandos in France, winning the 
M.C. 


WILLS" 


Si-vester BotamM, of Lincoln House, 
West Road, Guildford, Surrey. former 
editor of the Daily Mirror. lett 
£18,568 38. 10d. gross, £18,204 Ss. 2d 


net 

Joseru Teopor Jouns, of 71 St. Johns 
Road, Huddersfield, publicity agent, left 
£1,493 14s. Sd. gross, £1,437 Ss. 6d. net 

Francis Hersert Mountioy NELSON 
Humenrey-Davy, of The Red House, 
3 Alumhurst Rd., Bournemouth, formerly 
on the editorial staffs of The Times and 
the Daily Mail, and secretary to the late 
Viscount Northcliffe and to his nephew 
Viscoumt Rothermerc, left £6,849, &s. Sd 
gross, £6.605 &s IIld net. He expressed 
his gratitude to the late Viscount North 
cliffe and to Viscount Rothermere for 
ther special kindnesses to him 

Miss ANNIE Craven, of 1221 Thorn 
ton Road, Thormon, Bradford. chief 
assistant in the advertisement department 
ot the Wool Record and Textile World 
left £3,031 Lis. 6d. gross, £1,333 4s. 10d 
net. 
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->-and one person out of every three 


Every week one family out of every three 
rea d s t h e in Great Britain reads the Sunday Pictorial. 

For, with an averaye net sale of well over 5,000,000, 

the Sunday Pictorial goes into millions of homes 


all over the country. It is read by every 


Sunday Pictorial 


adult member of the tamily on the best 
advertising day of the week—the day they have 
time to read advertis::icnts at leisure, and 
ever y wee k sales messages sink in Space in the 

Sunday Pictorial is e dingly economical too. 
Compared with 1939 i’. -quare inch per 
thousand rate has in sed much less than 


that of any other Su y newspaper. 
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Paper industry: ‘Worst of 
the recession now over’ 


There is a better tone in the paper industry and the con- 
census of opinion is that the worst of the recession is now 
past (writes our paper trade correspondent). 


Those sections of the industry 
supplying paper for the wrapping 
and packaging of goods are 
busy. Board mills, for instance, 
have booked business lately on 
a large scale and delivery dates 
have lengthened to 16 weeks in 
some cases. Consumers’ stocks 
are low and some of the recent 
ordering is no doubt impelled by 
a desire to ensure against a pos 
sible shortage rather than to ser 
vice definite orders for converted 
products. Nevertheless, many ot 
the big paper and board conver 
ters are busier than they have 
been at any time this year, and 
recent figures of retail trade 
volume encourage the hope that 
this favoured trend will be 
maintained, 

In the case of printing papers, 
the demand is patchy. Brisk bus: 
ness has been done in printing 
papers at opposite ends of the 
quality range mechanical print 
ings and coated papers, but other 
categories, notably esparto print 
ings, remain in the doldrums. 


Greater stability 


One highly satisfactory feature 
from the paper industry’s point 
of view is the greater stability of 
wood pulp prices. Bleached su! 
phite at £49 10s.-£50 per ton has 
not varied appreciably since May, 
and is now costing £10 per ton 
less than a year ago. Mechanical 
pulp, the principal ingredient in 
newsprint, has remained steady 
for some time around £27-£27 10s 
per ton, 

This stability has resulted in 
increased business in) pulp and 
sugeests that buyers and sellers 
believe that prices will not alter 
much during the second half of 
1953. 

High production costs are a 
source of anxiety to pulp-produc 
ing countries. This has led in 
Finland to restriction of produc 
tion a reduction of around 
100,000 tons for both first and 
second quarters of 1953 has been 
quoted. This problem of costs ts 
one which is common to all the 
North European countries, In the 
case of Finland it led to resigna 
tion of the Government. Sub- 
stantial curtailment of pulp pro- 
duction, allied to sustained paper 
consumption in the chief indus 
trial countries, could result in 
much firmer conditions in the 
pulp market and there are some 

signs of this trend already. 


Sell to 8,000,000 families through the 


‘Revolution is 


needed in display’ 

There is an urgent need for 
a “display revolution” declares 
a writer in “Wool Window,” 
the sales promotion journal of 
the International Wool Secre- 
tariat. 

Discussing promotion 
methods, the journal points 
out that as buyers’ market 
conditions develop budget 
allocations for promotion 
inevitably will increase. But 
it fears that too little of this 
increase will be devoted to 
display “the poor relation of 
promotion.” 


Ferodo trophy 


luncheon 

H. E. G. Harvey, publicity 
manager of Ferodo Ltd., was re- 
sponsible for arranging — the 
Ferodo Trophy luncheon at the 
Dorchester Hotel, London, 
attended by many celebrated 
motor racing enthusiasts and 
well-known motoring journalists. 
The Ferodo Gold Trophy is to 
be presented for an outstanding 
contribution to motor racing, 
either by a firm or individual in- 
side the British Commonwealth 


At the opening of the Post Office Art Club exhibition at the “Evening 
News” West End Centre, John Marshall (editor) is seen with the Countess 
De la Warr (right centre). 


Agency 

A conference on advertising’s 
role in world trade will take 
place in Chicago next month 
when heads of Grant Advertising 
Inc., offices throughout the world 
meet in an international conven- 
tion. 

Primary purpose of the meet- 
ing is to exchange advertising 
ideas and experiences which 
have been found effective in 
various markets of the world, 
Will C. Grant, president of the 
agency said this week in announc 
ing plans for the conference. 

Grant managers from South 
and Central America, Africa, 
Asia, India, England, Canada 
Cuba and the Phillipines will 
meet with the agency’s domestic 
managers at the Edgewater Beach 
Hotel, August 3-14. 

Grant Advertising now oper- 
ates 31 offices around the world 
with 23 abroad and eight in the 
U.S. The conference will bring 


CHARRINGTON’S Toby Geers 


for every eccasion 


One of the series of “Toby resaembers .. .” 


counter cards designed by 


T. B. Bourdillon for Charrington & Co., Ltd., in which news photographs 

link with big national sporting events. This one was of Silverstone. 

Pictures for insertion in the card are dispatched to licensees well in advance 
of each fixture. 


plans world convention 


to Chicago leading figures in the 
commercial life of many foreign 
countries. 

While several Grant offices 
abroad are headed by Americans, 
the majority are managed by 
nationals of the country in which 
they are located. 

Expanding foreign markets and 
important media developments 
abroad have prompted _ the 
August convention, said Mr. 
Grant. 

“Comparison of new advertis- 
ing techniques now in use 
throughout the world and the ex- 
change of experiences of all our 
offices will enable managers to 
return to their markets with new 
ideas that will be of great value 
to their clients. They will also 
leave new interesting ideas with 
us,” he added. 

The convention is timed to 
take advantage of important 
changes developing abroad in 
commercial radio and television. 
Commercia! radio is expanding 
rapidly in South’ Africa since its 
introduction there last year. 
Television is growing rapidly in 
South and Centra] America, and 
will be introduced soon in the 
Phillipines. 


PRINTERS’ PLEA 
IS UPHELD 


A clause in a Bill promoted 
by Berkshire County Council 
seeking powers to undertake print- 
ing for other local authorities in 
the county was removed from the 
Bill after a two-day hearing 
before a committee of the House 
of Commons. 

A petition against the clause 
had been brought by the British 
Federation of Master Printers, 
who stated in evidence that the 
powers sought would be an un- 
justifiable incursion into a sphere 
already inadequately served by 
local industry. A _ representative 
of the printing trade unions gave 
evidence in support of the peti- 
thon. 


The Nation’s shop ac 
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DAILY AVERAGE 


AVERAGE datiy met sales of the Daily Mail as 
certified month -by-month by the Audit Bureau 
of Circulations, are as follows :— 


JAN... 2,107,017 | APRIL 2,159,620 
FEB? 2,123,960 | MAY 2,162,799 
MAR. 2,179,918 | JUNE 2,308,370 


DAILY AVERAGE FOR 6 MONTHS 2,173,917 
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Wn Case for standardisation 


HELP FOR RECRUITS 


Advertising attracts many young 
people as a possible career. 
There is an aura of glamour 
about it! But few have any idea 
of the qualifications it requires, 
or the rewards it offers. And 
few know how to get into it. 
Hitherto, it has been hard for 
them to find out, 

Now the Advertising Association 
has published a booklet 
“Careers in Advertising” which 
gives succinctly the information 
young people should have if 
they contemplate making ad- 
vertising their vocation. 

This booklet meets a real need, 
but should be regarded only as 
an initial step in assisting the 
right type of recruit to find his, 
or her, way into the business. 


Trainee scheme needed 


As the booklet points out, 
answering advertisements is the 
only way the newcomer can 
usually hope to get his first 
job. This can be a heartbreak- 
ing task. Yet advertising can 
only be learned by helping to 
do it. The student must have 
practical experience as well as 
book knowledge. 

Recruitment for a skilled vocation 
should not be left wholly to 
chance. It should be more 
selective, and be devised to 
attract and encourage recruits 
of high calibre. There should 
be means to ensure adequate 

LZ. 

Some form of trainee or appren- 
ticeship system, such as exists 
in a few big agencies, would 
have much to commend it. And 
a scheme need not be confined 
to agencies. The advertising 
departments of large firms pro- 
vide an equally good training 
ground. 


Common preliminary 


Entrants into an organised trainee 
scheme would have to satisfy 
a minimum educational stan- 
dard. That required for Ad- 
vertising Association and 
LLP.A, examination candidates 
would meet most cases, Other- 
wise a special test would have 
to be passed. 

Neither of these examining bodies 
now has its own preliminary 
examination. If they would get 
together and institute a com- 
mon preliminary, this would 
solve some of their own prob- 
lems and would facilitate the 
later establishment of a trainee 
scheme. 


MINHE object of standardisa- 
tion in advertising ts to cut 
out waste. The great import- 
ance of advertising in the 
economic life of this country 
makes it subject to ever closer 
scrutiny and it behoves all con- 
cerned with any form of 
advertising to eliminate waste, 
in order that the best economic 
elfects may be achieved. 

For a long time, the Incorpor- 
ated Society of British Adver- 
tisers has made efforts to bring 
this matter home to the sellers of 
advertising and the Institute of 
Incorporated Practitioners — in 
Advertising has also done much 
to point out the benefits of 
standardisation. A good deal of 
progress has been made, but 
much remains to be done. 

To take an outstanding ex- 
ample, the most important class 
of media in this country consists 
of the newspapers and these show 
a regrettable diversity of column- 
widths; in the nationals alone, 
the range runs from 1°7/16 in. in 
the Daily Mirror to 24 in. in The 
Times, Provincial papers show 
even greater variety. ‘To fit these 
various columns, a nation-wide 
campaign in the newspapers 
requires blocks in eight different 
settings and, even if “floating” ts 
resorted to, four settings are 
needed for the average advertise- 
ment to look at all well: this 
usually quadruples the cost of 
setting. In February 1950 the 
1S.B.A. approached the News- 
paper Proprietors’ Association 
and the Newspaper Society on 
this matter. The former replied 
that they entirely appreciated the 
point and that considerable unt- 
formity already existed amongst 
their members. ‘The Newspaper 
Society suggested that variations 
in column width were retained 
by their members in order to 
protect their individuality. It 
would seem that there must be 
many better ways of preserving 
the individuality of local papers 

Nobody expects publishers to 
scrap their machinery in these 
hard times, but a great many 
machines must wear out each 
vear and, if agreement could be 
reached on the ideal column- 
width for newspapers and all 
new machines could he made to 
that width, a great saving would 
he effected in the next few 
vears. Other countries have 
heen able to do this, so why 
cannot Britain? 

The column-leneths in news- 
papers are of less importance 
than column-widths because the 


majority of newspaper advertise 
ments are less than the full 
column. In the case of maga 
zines, page size is of great im- 
portance. Whereas it seems hard 
to justify variations in newspaper 
column-widths on editorial 
grounds, the varying nature of 
Magazines certainly justifies 
several varieties, but those that 
are reasonably near together 
might very well carry further the 


GUEST COLUMN 


by 


ELIOT WARBURTON, 


president, Incorporated Society of 
British Advertisers. 


assimilation of standard sizes: 
perhaps one pocket size and two 
or three other sizes might suffice. 

Turning to the trade and tech- 
nical press, the L.S.B.A. initiated 
a movement for rationalising the 
type area of advertising pages in 
these in 1928. Considerable pro- 
gress was made until the outbreak 
of Hitler's War and, since the end 
of that war, further progress has 
been made. Publications are con- 
tinually announcing the adoption 
of one of the four L.S.B.A. stan- 


To-morraw 


® Soft drink manufacturers 
are planning a collective ad- 
vertising campaign to follow 
the ending of sugar ration- 
ing in September. 

@ Next development in the 
soft drinks market will be 
the introduction of quick 
frozen fruit juice concen- 
trate. It is already well 
established in America and 
on the Continent. 


® Following the arrival of the 


German Volkswagen on the 
British market, French car 
manufacturers are also eye- 
ing the prospects. Under an 
existing agreement France 
can send £250,000 worth of 
cars here this year. 


@ Plentiful supply of nylons is 


expected next year and 
manufacturers are stepping 
up their advertising appro- 
priations for a sales war in 
the home market. 


dards. There is room for further 
improvement: for example, the 
Farmer and Stockbreeder uses tive 
columns, each | 5/8 in. wide and 
11$ in. deep, while the Farmers 
Weekly uses three columns, each 
24 in. wide and 10 7/8 in. deep 

Standardisation has made much 
progress during the half century 
of the ILS.B.A.’s existence in 
other directions, largely through 
the British Standards Institution, 
which dates from about the same 
period. Most people think that 
the sizes of printing and writing 
papers have now been reduced to 
about the right variety, though 
some consider that further sim 
plification would be useful. The 
standardisation of 4-colour and 
3-colour letterpress process inks 
was useful. Poster sizes are 
standardised. ‘The Newspaper 
Society in 1945-46 drew up a 
standardised advertisement rate 
card, which is helpful and is used 
by many publications already 

While we persevere in the sim- 
piification of advertising tech- 
niques by standardisation, the 
matter might also be looked at on 
the international level, perhaps 
through the International Cham- 
ber of Commerce. Meanwhile. 
can we move a little faster in this 
direction in Britain? 


OPIC 


@ Part of the 1954 B.I.F. pub- 
licity appropriation will be 
spent on attracting more 
exhibitors. 


@ At the Labour Party annual 


Conference in September a 
resolution will be considered 
condemning commercial 
television as “a menace to 
the community .. . in the 
unscrupulous hands of 
capitalists.” 


@® The Conference will also 


consider a scheme proposing 
that advantage should be 
taken of “modern methods 
of visual communication, 
e.g., films, film-strips, tele- 
vision, and so harness these 
rapidly developing and 
eflicient media for the pre- 
sentation of complex ideas 
in the service of Labour.” 
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DAILY AVERAGE 


AVERAGE daily net sales of The Evening News, — 
as certified month-by-month by the Audit 
Bureau of Circulations, are as follows :— 


JAN.” 1,459,370 | APR. 1,505,315 
FEB. 1,504,154 | MAY 1,450,428 
MAR. 1,539,294 | JUNE 1,563,032 


DAILY AVERAGE FOR 6 MONTHS athe 
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T is timely to summarise, 
from the viewpoint of the 
advertising business, the situa- 
tion in which we stand to-day 
in relation to the prospects and 


pattern of commercial tele- 
vision. 
The prospects, in informed 


opinion, have not improved dur- 
ing the past few weeks, but many 
of the factors which lead one to 
this conclusion may, in the end, 
help to make sponsored television 
ossible, 

At least, from the first report 
of the Television Advisory Com- 
mittee and the conclusions that 
must follow from its findings, it 
is possible to see more clearly 
what pattern sponsored television 
could take in this country. In 
other words, one can construct 
the edifice which, “if we are in 
the next two years to see a com 
petitive television service in being, 
could fulfil its essential require- 
ments.” 

I personally feel that the more 
the facts at our disposal permit 
us to shape this edifice the harder 
it will be for its critics and op- 
ponents to prevent its erection or 
to demolish it in advance. 

A great many of the written 
and spoken statements on this 
subject are, all toc obviously, 
dictated on the one hand by a 
lack of knowledge of the essen 
tials that go to make a workable 
sponsored entertainment medium, 
and on the other hand by the 
prejudice which must, inevitably, 
be associated with those who look 
to commercial television to pro- 
vide the answer to financial or 
personal aspirations, 

* * * 


T might be a good idea if, to 

begin with, we clearly recog 
nised the various. essential 
requirements which a_ British 
commercial television — system 
must meet. Here they are: 

The Investor. Commercial 
television must pay off. How 
soon is another matter, but no- 
body is going to invest money in 
a proposition which is uncertain 
in its direction or too vague in its 
future, 

Commercial television must 
offer a sound, though long-range, 
investment potential, if it is going 
to attract the very large capital 
which will be needed not only 
to erect its stations, but to carry 


Possible pattern of a British system 
and requirements it must meet 


Jury 23, 1953 


HARRY ALAN TOWERS, of Towers of London Ltd., producers and world 
distributors of commercial programmes, sums up the prospects for commercial 
television, summarises the essential requirements of the investor, the viewer, the 


on its back a reasonable propor- 
tion of programming costs until 
it has been proved to the adver- 
tiser that the number of viewers 
can justify a mutually satisfactory 
advertising rate. 

The Viewer, Commercial tele- 
vision must offer a service which 
consistently, hour by hour, can 
attract a substantially greater 
proportion of viewers than a 
B.B.C. service, which must inevit- 
ably improve under the stimulus 
of competition. 

The Advertiser. It is on his 
support that, ultimately, the 
media must depend. It is no good 
believing that the ultimate picture 
of commercial television in this 
country will be any different in 
its type of advertiser support to 
that prevailing in this and similar 
media, in other countries. Com- 
mercial television must be pro- 
grammed to attract not a 
specialised audience, but the kind 
of audience that the type of ad 
vertiser wno will nay the bills 
wants to reach. 

Public Onvinion. This is the 
element which concerns us most 
at present, for unless public 
opinion is satisfied in the first 
instance, there may never be a 
British commercial television ser- 
vice at all. In a sense it might 
be argued that the viewer is the 
ultimate voice of public opinion 
but experience teaches that those 
who constitute the voice of pub- 
lic opinion are more likely to 
consist of neovle with views than 
people who view. 

Those who framed the LILP.A. 
and LS.B.A. report to the Post- 
master General very obviously 
realised this fact and placed it 
first in their minds. Those who 
criticise this report should realise 
that without a report of this 
nature, the chances of commercial! 
television in Britain would be 
slight indeed. 

So we have the four elements. 
Each one must dictate, to a degree 
the pattern of a British commer- 
cial television service. Unless the 
fourth one is satisfied it won't 
happen, and unless the three 
others are satisfied it won't be a 
success, 

* * * 


ROM this starting point, let 

us visualise the shape and 
substance that British commer- 
cial television might take. 


advertiser and public opinion, and outlines a possible pattern for a British system 


The Government have declared 
a policy whereby the number of 
stations under any one ownership 
or control will be limited. 

The T.A.C. Report indicates 
that unless the Government evade 
the immediate issue by deferring 
commercial television until a 
date when it may be feasible to 
utilise Bands Four and Five, 
sponsored television must be 
confined to a basis of one sta- 
tion per market. Even then, we 
must accept an incomplete form 
of national coverage. Both for 
reasons of programming and ad- 
vertiser support, individualky 
owned stations will have to 
operate as a national network 
and there can be to start with 
for the reasons stated, only one 
national commercial network. 

It would be a brave Conserva- 
tive Government that would ex- 
clude newspaper interests from 
station ownership, and yet news- 
paner interests, if admitted to 
station ownership, will be by 
necessity forced to operate co- 
Operatively on a national net- 
work basis. This fact has, of 
course, helped to influence the 
present militant anti-sponsorship 
attitude of the Press. Reconciled 
in part, by Government deci- 
sion, to the prospect of a com- 
petitive medium in which they 
would have the opportunity of 
operating, they could not be 
reconciled to the prospect of en- 
forced collaboration among their 
OWn commercial competitors. 

Despite this, it has been clearly 
indicated that faced with no prac- 
tical alternative Press interests 
will coalesce. Therefore, the 
prospect is for a single British 
commercial television network 
consisting of a number of inde- 
pendently owned stations, indi- 
vidually controlled by various 
interests, of which a major ele- 
ment would in my opinion 
be existing newspaper organisa- 
tions. 

Thus, it would ultimately fall 
upon One network organisation, 
or perhaps upon one pair of 
shoulders to reconcile the four 
elements each exerting pressure 
on the pattern of British commer 
cial television 

What will that pattern be? If 
it is to be successful it will be 
British in its restraint, but it will 
not be so far removed from the 
pattern of commercial television 


in other countries that it tries to 
exist in a vacuum. 

1 have before made the simile 
that to view British commercial 
television as a self-supporting, in- 
dependent operation existing out- 
side the framework of commercial 
television in other countries 
wauld be a disastrous act of 
folly, comparable to a British 
cinema circuit trying to pro- 
gramme its operation over fifty- 
two weeks of the year from the 
domestic product of its own 
studios. 

To-day, the world of commer 
cial television is, to a degree. 
bound by the 49th parallel and 
the Atlantic Ocean. Within a 
matter of a very few years it will 
be almost as international as the 
world of motion pictures with 
some of the same opportunities 
for shared production costs. 

Britain, for geographical, 
economic and artistic reasons 

can be the cornerstone of a 

vast and influential industry. 

Let us see that British commer 

cial television is built in such 

a way that it can occupy its 

rightful place as the corner- 

stone, and not end up as a 

peculiarly-shaped brick. 

The pattern of British commer- 
cial television, in its effort to 
meet the peculiar needs of this 
market, must not make a virtue 
of being different. 


* * * 


{AN the “Solomon come to 
/ judgment” who is to run the 
British commercial! television ser- 
vice make a success of it? I 
believe the answer to be yes, 
provided he is wise enough to 
realise the true force of each of 
the elements which must shape 
his decisions, and provided he is 
prepared to compromise and not 
be dogmatic in the belief that any 
one person's knowledge of a 
problem as complicated as this 
can be all-embracing or infallible 
Even now, with the limited 
information at our disposal it is 
possible to declare that there is 
nothing within the T.A.C. Report 
which need prevent the establish- 
ment of a British sponsored tele- 
vision service within two years 
I believe that the limitations 
imposed by the partial national! 
coverage indicated in the T.A.C 
Report do not present an insuper- 
able problem. I believe that the 
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WEEKLY AVERAGE 


AVERAGE weekly net sales of the Sunday Dispatch, 
as certified month-by-month by the Audit 
Bureau of Circulations, are as follows :— 


JAN. 2,689,068 | APR. 2,756,472 
FEB. 2,720,166 | MAY 2,771,351 
MAR. 2,745,285 | JUNE 2,772,865 


WEEKLY AVERAGE FOR ¢ MONTHS Eo a e. 
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Policy Platform continued 


siting of the limited number of 
transmitters which may be imme- 
diately possible could be such 
that the potential audience would 
embrace substantially more than 
SO per cent of the population 
groups capable and desirous of 
owning a television set. The fact 
that there would be population 
groups not served by the compet 
tive television service would 
speedily produce 4 situation 
which would demand Pat 
lamentary action to free facil 
ties to make the competitive ser 
vice truly national, 

fhe power and influence of 
television as an advertising 
medium is such that provided the 
direction of the service is compe 
tent and progressive, advertises 
support would overcome — the 
initial difficulties 

And what of the advertising 
agency and the advertiser? What 
can they do at this moment to 
make sure that they don't give 
birth to a monster in mistake for 
a medium? 

I think the advertising busi 
ness has got off to a first-class 
start with the LI.P.A., and the 
1.S.B.A. Report, It has stated an 
attitude which may make this 
whole conception politically pos- 
sible, it has spokan with one 
voice. Despite a few off-stage 
shouts, now that those concerned 
have reserved their seats, the 
only thing they can do is to sit 
back and see if the play is going 
to begin. 
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Legal Queries Answered 


JuLy '23, 1953 


When a buyer of advertised voods 


wants his money back 


Q. Recently 1 advertised a 
quantity of articles at “bargain 
prices,’ and there was quite a 
vood sale. A number, however, 
have been returned with a com- 
plaint that the goods were not in 
accordance with the description. 
The buyer wants his money back 
and threatens to sue me, What is 
my position? 

A, In the ordinary way, where 
there is a contract for the sale 
of goods by description, there is 
an implied condition that the 
goods shall correspond with the 
description, This is laid down 
by Section 13 of the Sale of 
Goods Act, 1893, but the Section 
specifically states that there has 
to be a “contract for the sale of 
goods.” The real problem here 
is to what extent does the adver- 
tisement form part of the “con- 
tract” for the sale of goods, if at 
all. Some years ago a firm put up 
for auction a set of linen napkins 
and table cloths, describing them 
in the sale catalogue as dating 
from the seventeenth century. A 
firm of antique dealers, who had 
read the description, saw the set 
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BY OUR LEGAL CORRESPONDENT 


and bought it. Later, it was dis 
covered that the sel were 
eighteenth century, 

The Court found that although 
the buyers had seen the set before 
buying it, they were relying, in 
fact, on the description in the 
catalogue, and that the implied 
condition that the goods shall 
correspond with their description 
had been broken. 

It can very well be argued that 
in fact there is no difference be 
tween a description in a sale cata 
logue and a description in an 
advertisement, and, apart from 
certain exceptions, the purchaser 
of an advertised article is entitled 
to rely on that description. 
Usually tov, the buyer can repudi- 
ate the transaction, return” the 
goods and ask for his money 
back. 

The main exception, however, 
relates to goods which are sold 
under trade names, unless the 
buyer makes it clear that he ts 
relying on the skill and judgment 
of the seller that the article is 
fit for the purpose for which it 
is being bought. In other words, 
if the buyer orders an article 
under its trade name, there is no 
responsibility on the seller that 
the article can do the job, unless 
the buyer is relying on skill and 
judgment of the seller 

A judge in 1925 gave three 
illustrations of how these prin 
ciples can work out in practice 

First, where a buyer asks a 
seller for an article which will 
fulfil some particular purpose 
and in answer to that request the 
seller sells him an article by a 
well-known trade name -— the 
responsibility is with the seller 

Second, where the buyer says 
to the seller, “I have been recom 
mended such and such an article 

mentioning it by its trade name 

will it suit my particular pur 
pose” If the seller answers affir- 
matively and a sale results, then 
again the seller is responsible 

Third, if the buyer savs, 
have been recommended so and 
so”—giving its trade name “as 
suitable for the particular pur 
pose for which I want it. Please 
sell it to me.” Then the respon 
sibility is with the buyer 

The answer to the question 
therefore is that if the goods 
were not sold under a trade name 

and as they were sold at “bar 
gain prices” they would appear 
not to be the buver can repudi 
ate the contract and ask for the 
return of his money, if in fact 
the goods were not in accord with 


the description. He cannot do 
this if the articles were sold unde 
a trade name, unless he can prove 
that he was relying on the seller's 
judgment 


Q. 1 have recently incurred con- 
siderable expense in removing an 
advertisement hoarding because 
after it was challenged, the local 
planning authority refused to 
consent to its continuance. How 
much compensation can I claim? 


A, This is a matter which has 
not yet been decided in the courts, 
but the position seems to be 
clearly defined in the Control of 


Our Legal Correspondent, 
a barrister who specialises in 
advertising law, answers a 
selection of queries received 
from readers. 

Readers are invited to send 
their problems which will be 
treated in strict confidence. 

Replies will be forwarded 
by letter, without delay, to 
correspondents concerned. 

Neither the Editor nor our 
legal correspondent can accept 
any liability for the opinions 
expressed. 


Advertisements Regulations, 1948, 
and nothing more than js outlined 
in those Regulations is likely to 
be awarded if even a Court is 
called up to give a= decision 
According to Regulation 30, it 
would seem that compensation is 
limited to the removal of an 
‘existing” advertisement provided 
it was being displayed on Janu- 
ary 7, 1947, or the discontinuance 
of the use of any site being used 
for the display of advertisements 
on the date when the Regulations 
came into foree, that is August 
1, 1948. If such removal or dis- 
continuance is required by the 
Local Planning Authority, in 
accordance with the Regulations. 
then the person concerned can 
claim any expenses reasonably in- 
curred by him in carrying out 
works in compliance with the re- 
quirement. From this it Is seen 
that no provision is made for 
compensation for loss of revenue. 
profits, ete. 

Difficulties sometimes occur if 
the contractor has to restore the 
wall, or land, to its original state. 
after he has removed the adver 
tisement, but authorities general! 
are accepting this as a reasonable 
expenditure consequent on the 
removal of the structure 
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AN EXCEPTIONALLY FINE 


OPPORTUNITY 


_ are invited for one of the most widely-sought positions in the 
advertising business. 

The vacancy is the famous half-page on page three of the Sunday 
Express, following the request of a client to be released from his contract due to 
unforeseen circumstances. 

It is for one day only, November 22nd. 

This announcement will surprise many leading advertisers whose 
excellent half-pages are a familiar feature of the Sunday Express, for many of 
them would readily fili this vacancy. As this space is fully booked until the end 
of the year, with this one exception, there is really no need to advertise it at all. 

It is desired, however, to extend this unexpected opportunity to 
those advertisers who use half-page spaces only infrequently, and probably 
regard the Sunday Express page three position as being quite unobtainable. 

Therefore, advertisers who are marketing first-class products of 
suitable appeal to the middle-class readership of the Sunday Express are 
invited to apply for the vacant half-page. 

The figure is £2,000. The net sale is 3,291,280 (June Average). 

Applications— which can only be considered in respect of 
November 22nd, should be sent to Leslie W. Needham, Director of Advertising 
of the Express Group of Newspapers, Fleet Street, London, E.C.4, 
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ADVERTISER'S WEEKLY 


A Bigger SALES FORCE 


FOR YOUR NEXT CAMPAIGN 


Hone Counriss Newspapers Group 


1,000 square miles of Beds, Herts and Bucks (with 

probably the lowest figure of unemployment in the 

country), is the area through which our eleven 
individual local newspapers circulate. 


AB.C. NET WEEKLY SALES NOW 


130,595 


PER J TRADE 
$ COL ox FLAT 
INCH RATE 


Rate Cards for the Group or individual papers, on request 


REPRESENTED IN LONDON BY 
WILL KITCHEN, jr. LTD., 131 Fleet Street, E.C.4 
Phone: CENTRAL 1960 
Head Office: MANCHESTER STREET, LUTON 
Phone: LUTON 5050 
Advertisement Manager : 


C. W. Gilder 


A.B.C, 23,213 


The 
Largest circuletion 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
e 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 

Tel: CITy 5906 3B8A 
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PADDINGTON 
ADVERTISING 
COMPANY 


“PAG o NET ON Cine? 


GIANT ENLARGEMENTS 


up to 80 sq. ft. in one piece 


The ag Co. Ltd. Brownlow Rd 
London, W.13 EALing 2691 


OV BDV SOWSVLOV<LOVW LOVE WO LOVATO 


NEW RECORDS! 


In the first half of 1953 we 

carried more pages of trade 

advertising than ever before 

in over 50 years of publishing. 
» 

You should use the trade 

journal read by all keen 

wholesalers and retailers. 

e 

By far the largest circulation 

ABC Net Sales 


NATIONAL NEWSAGENT, 


BOOKSELLER, STATIONER 


149 Fleet Street, E.C.4 
Tel. : CiTy 2604 (5 lines) 
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PLANNED 
PACKAGING 
WILLIAM W. CLELAND LTD. 


PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C2 HOLbern 252! 
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Spotlight on Hoase Organs 


Mimicry in first number 
vives terrific impact 


| ECENTLY I walked into a 
china and glass shop and 
found the proprietor looking at 
No. | of the Phoenix Express. 

Phoenix Express is published 
by the makers of Phoenix oven 
glassware. It is a single sheet 
newspaper in titling and layout a 
blatant crib of the Daily Express. 
It has 22-inch columns of 1} ems, 
eight columns to the page. The 
lively front page display 1s ex- 
actly like the Express, even to the 
morsels of news above the 
streamer head of the main news 
story which was “Summer Selling 
Bonus.” 

There’s a lot of excitement in 
the headlines, and a lot of froth 
in the text, but there is also 
plenty of good solid selling stuff. 
Particularly did I like the “cod” 
leader column headed “The 
Phoenix Cake.” reporting the 
findings of The Phoenix Express 
Public Opinion Bureau, which set 
out to discover at first hand what 
kind of pots and pans the British 
housewife to-day. Figures 
quoted stated that while 65 per 
cent of all British homes use oven 
glassware, the average number ot 
pieces per home is only four. 

Equally significant for the re 
tail distributor was the analysis 
which showed that 65 per cent 
of oven glassware was bought 
from ironmongers, 15 per cent 
from department stores and only 
10 ner cent from china and glass 


uses 


| shops. There are, of course many 


more ironmongers than china and 
glass specialist shops, but these 
figures ought to stimulate the 
glass dealers. At any rate it’s good 
readable stuff for all trades 

There was plenty of propa- 
ganda for the Phoenix display 
material, including a bonus offer 
of 30 shillings worth of goods for 
display, and the now almost in 
evitable article by Philip Harben 

This newspaper carries ads. like 
any other, but they are all ads 
for Phoenix lines. Judging trom 
the high standard of their produc- 
tion they are agency-produced 
and are the standard newspaper 
ads 

There is something for every- 
body in the shop: economies for 
the boss. hints for the display 
man, pride-building knowledge 
for the salesgirl 

Is this imitation of a popular 
daily newspaper good editorial 
technique for an industrial? Wel! 
most editors and sponsors like 
their journals to have a character 
of their own, reflecting the nature 
of the business. | should find it 
difficult to work up much enthu 
siasm for the task of creating a 
copy, but I suppose there is some 
OV in creating a first-class copy 
] rather think that taking a long 


vieW a personalised journal is 
better propaganda. On the other 
hand Phoenix Express makes a 
terrific impact with its first num- 
ber, and curiously enough, 
mimicry is extremely popular 


BRIAN HILTON 


notes that the first number of 
“Phoenix Express” is a “blatant 
crib” of the “Daily Express.” The 
job is extremely well done and 
achieves tremendous impact, but 
is mimicry, he asks, good editorial 
technique for an __ industrial 
journal? 


with the public. But may it not 
become a bit tedious after a few 
issues? 

* * * 


IN THE AUGUST issue of Busi- 
ness will appear an article by 
J. P. Wynn, honorary secretary of 
the British Association of Indus- 
trial Editors, and editor of 
National Post, the National Cash 
Register journal. When his fel- 
low industrial editors read that 
article, the manuscript of which | 
have been privileged to see, they 
wall realise what their secretary 
has done for them, for he tells 
the top level industrialists facts 
about house journals that too 
few of them realise. 

He sets his scene by pointing 
out that there is an estimated 
total of 1,200 house journals in 
this country with an aggregate 
circulation between five and seven 
millions. In the States there are 
6.700 journals with more than 
71 million circulation and pro- 
duced at a total cost of something 
like $112 million. But Holland 
shows an even greater density 
than Britain. 

Mr. Wynn says frankly that a 
large number of Britain's journals 
are a waste of money and effort, 
but in nine cases out of ten that 
is the fault of management which 


fails to understand the proper 
function of a house journal 
Many of them are trivial and 


without serious content 

He points out, however, that 
extravagance is not necessary 
since effectiveness depends more 
upon the contents than the 
presentation. Nobody wil! quarrel 
with this, but I fancy a good pro 
portion of his fellow editors will 
asagree with his dictum, that 
while the editor must be paid weil 
enough to be a specialist execu 
tive with direct access to the 
chief, an unduly high salary may 
mean he falls down on his job 
by being a “yes-man.” 
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the Tycoons saw... 


...1n their favourite paper 


.. . these advertisements for Holland & Hannen and _agents* chose The lconomist. It reaches the people 
Cubitts Ltd., and for Coventry Climax Engines Ltd., — with money to spend, who find its advertising pages 
placed in dominating premium positions where as authoritative and as reliable a guide as its brilliant 
Tycoons could hardly fail to see them—on the out- __ editorial content. 

side back cover or facing an editorial page. Tycoons 

are interested in both private and industrial building, 


* Technical and General Advertising Agency Ltd. are the advertisin 
cars for their personal use or trucks for factory ae aap “ss a 


; ; agents of Holland & Hu ind Cubiuts Ltd.; Cogent Advertising 
efficiency. That is why these advertisers and their — Service Ltd., the agent: »/ Coventry Climax Engines Ltd. 


The Economist 


22 RYDER STREET * LONDON SWI * WHIT!! L. €399 


OO’ t i Cl 
we t= \ | 
ws \ SY 
[Fi — » A) 
t/| y % . 
i —SSCSC‘CCiés 


ne ; . 


ADVERTISER'S WEEKLY 


NEWS 
FLASHES 


FROM WOKLD 
MARKETS 


Plans for more 


Afrikaans newspapers 


Plans for newspapers in 
Afrikaans are being made follow 
ing the National Party victory at 
the gencra! election. Basic sig 
nificance of the new moves lies 
in the fact that three out of four 
projected newspaners will be in 
Afrikaans. Snonsored by the 
publishers of the Burger, a 
daily newspaner and the recog- 
nised official journal of the 
Nationalists in the Cape, an 
Afrikaans-language Sunday news- 
paper will be published in 
Johannesburg 

With the aim of counteracting 
Nationalist propaganda, especi- 
ally in the rural areas, the United 
Party is to start two daily news 
papers in Afrikaans. Apart from 
a couple of Afrikaans newspapers 
where the nolitical slant is para- 
mount, exnerience has shown the 
United Party that their political 
sheets in Afrikaans are doomed 
to failure. 

Some years ago the United 
Party had a daily newspaper in 
Cape Town but it was a failure 
They tried newspapers in Johan 
nesburg but they came to an end 


after heavy financia) losses. On 
the other hand, a weekly Afri- 
kaans newspaper in the Cape 
without any political colouring 
was 4 great success. 

Indications are that the new 
ones will be run as newspapers 
rather than as political sheets 
They will have general news 
coverage, local and overseas 

The Nationalists are said to be 
considering the publication of an 
English-language newspaper on 
the same lines. Some years ago 
they had experience with an 
English weekly which failed 
because it was a political propa- 
ganda sheet. 

For the size of its white popu- 
lation South Africa is over- 
covered with newspapers. Future 
circulation could, of course, go 
much higher with an increased 
Bantu readership. 

Although the circulation of the 
Afrikaans newspapers is still well 
below that of the English they 
are making big strides and hitting 
the sales of the English. In many 
cases new Afrikaans journals 
have outstripped old-established 
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‘Telephone : CENTRAL 4211 


English journals within a few 
months—-and have even held 
their circulations when prices 
have been doubled. In the case 
of increased prices for English 
journals, circulation falls were 
registered at once 

Clearly. more Afrikaans are 
reading more of their own langu- 
age publications Advertisers 
have realised the value of this 
rising circulation and Afrikaans 
journals are carrying big quotas 
of advertising. 

¥ * * 

South Africa is now the biggest 
overseas buyer of books printed 
and published in the United King- 
dom, according to 1952 figures 
compiled by the Publishing Trade 
Association and published in the 
British & Colonial Printer. 

The purchases that put South 
Africa at the top of Britain's 
overseas book buyers in 1952 
amounted to “well over £2 
million” the report stated. 

* * * 

Thought might now be given, 
in the opinion of The Manufac- 
turer, to the staging of a giant 
exhibition, with its products 
drawn from al] parts of the 
Union, on the lines of the British 
Industries Fair. The Manufac- 
turer is the journal of the South 
African Federated Chamber of 
Industries, 


British West Africa 


The Nigerian Sunday Times 
and the Gold Coast Sunday 
Mirror will begin weekly publica- 


Speak to 


Sur! 


Your planning 


19 New Bridge St., London EC4 


Juty 23, 1953 


tion as from August 2 next. The 
Sunday Times and the Sunday 
Mirror will be sister papers of the 
Daily Times and Daily Graphic 
respectively and will be of similar 
format 

Initially both papers will have 
a print run of 15,000 copies. 
Arrangements are being made 
for the Sunday Times to be distri- 
buted in Lagos and surrounding 
districts. In the Gold Coast the 
sale of the Sunday Mirror will be 
in Accra and district, and in 
Kumasi and the Cape Coast. 


On the occasion of Pakistan's 
6th Independence Anniversary 
the biggest national festival of the 
year—the Pakistan Times will 
publish a special Independence 
Day supplement of at least 24 
pages for distribution with their 
issue of August 14 next. The 
print order of this issue will be 
increased by 50 per cent and the 
supplement will be distributed 
free of charge. 


India 


The Audit Bureau of Circula- 
tions Ltd., Bombay, which oper- 
ates in India, Pakistan and Ceylon 
now has a total membership of 
220. Of these over 170 are pub- 
lications, 30 advertisers, and 18 
advertising agencies. The publi- 
cations are published from 40 
towns and in 12 national and 
regional languages of the three 
countries. 

The bureau has certified circu- 


will be smoother, 

your decisions 

more assured, 

if you turn to 

Spicers paper consultant 
when you’re discussing 
a printing job. 

He speaks from 

long experience about the 
kinds of paper you need, 
and the way to use them 


to the greatest effect. 


Spiers 
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the best in silk screen printing. 


appear to be unsuitable for screen process printing. Wil! you ask us to senda 


representative so that you can know more about our service? 


RENART STUDIO uTD. 
Displays and Screen Printing 


9 CHERINGTON ROAD, HANWELL, LONDON, W.7 
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A three-dimensional display printed in sixteen colours 
Designed by A. H. Stronell, M.S.1.A., of The British Travel and Holidays Association 


YEARS é ij 


First-class work has been the watchword in our 


organisation for a quarter of a century. Our experience, 


backed by clever craftsmen, places us in a position to give you 


Renart take pride in making a success of jobs which 


Tel: EALING 3362-4644 
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Number One in 
National Advertising 


Not only does Svenska Dagbladet continue to carry more 
national advertising than any other Swedish newspaper, 
but as the years go by its lead increases. In 1953 Svenska 
Dagbladet carried 258,600 column inches of national 
advertising—19,748 column inches more than any other 
Swedish newspaper. 


The reason? Because by advertising in Svenska Dagbladet 
you reach your best customers those with the highest 
incomes by the shortest route and at the lowest cost. 
54°, of Svenska Dagbladet readers have annual incomes 
of over £825. These are the people whose buying habits 
set the standard which others follow. 


Circulation 97,660 on Week-days 
103,146 on Sundays 


SVENSKA DAGBLADET 
represented by 
JOSHUA B. POWERS, LTD. 
14 Cockspur Street, London, S.W.| 


If she wants something new 


for her home 


for her husband 


she 
through 


STITCHCRAFT 
bought, studied and kept 


ABC net sales 214,926 copies a month: Type area page 8} ins. x 6 ins. 


for herself 


£204 a page : Advertisement Manager S, H. BOWDEN, Stitchcraft Ltd. 


Great West Road, Brentford, Middlesex. Telephone EALing 6283 


Jation figures relative to eight 
six-monthly audit periods. The 
circulation figures relative to the 
audit period July-December 1952 
are now available 


Sweden 


Over 20 Swedish industrial 
enterprises were renresented at 
this year’s Canadian International 
Trade Fair. The exhibits in- 
cluded a wide range of Swedish 
products from heavy machine 
tools to hunting knives and saw 
blades. As usual, the Swedish 
participation also featured an ir- 


| formation office under the aus- 


pices of the General 
Association of Sweden. 

Most of the Swedish exhibitors, 
being engineering industry enter- 
prises, had arranged their shows 
in the Automotive Building 


Export 


| Well-known firms such as Malcus 


Holmquist. K6nvings Mek, Verk 
stad, LidkGnings Mek. Verkstad 
and others disnlayed the latest 
models of their centreless grind- 


| ing machines and other machine 


tools, while three firms exhibited 
wood-working machines 
Other products on view in- 


| cluded diese] engines from Albin 


Motor, precision gauge instru- 
ments from ¢ E. Johansson, 
printing oresses from Grafiska 
Maskin AB and plate cutters 
from  Svetsmekano One of 
Sweden's leading manufacturers 
of dairy equinment, AB Separ- 
ator, disnlayed their high-capa- 
city machines. while adding 
devices were on view in the stand 
of AB Addo Another of 
Sweden's big industries, ASEA 
electric works, was also repre- 
sented at the Farr 


Turkey 


Fitted out as a floating exhib: 
tion of Turkey's artistic, agricul 
tural and industrial products, the 
Turkish Juxury liner ‘Tarsus 
recently carried out a one-month 
cruise of Mediterranean ports. A 
fashion show comprising 70 
items of Turkish-designed and 
made women’s wear was taken 
to Athens, Rome and Paris for 
special displays. 


Switzerland 
An exhibition of British goods 
under the name “Made In 


England” took place in the 
Kongresshaus of Zurich. June 
19-28 Although a number of 
English distributed = tn 
Switzerland did not appear in the 
exhibition, some 130 firms cover 
ing 17 groups provided a com 
plete show of the development 
of British industry 

Among them, silver, copper. 
glass and chinaware were particu 
larly worth seeing. Machinery and 
industrial chemicals were another 
important section, while num 
erous visitors admired the pre 
cision instruments, wireless and 
television sets, cycles and motor 
cycles, textiles and books 

Window displays were organ 
ised simultaneously with the ex 
hibition and most of the Zurich 
shops took part, greatly enhane 
ing the commercial value of the 


goods 
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exhibition. In addition, to make 
the show as English as possible, 
two London buses came especi 
ally from London to carry people 
from Zurich station to the exhib: 
tion hall. 

The exhibition was organised 
by the British Chamber of Com- 
merce in Switzerland, and it is 
considered that trade relations 
between the two countries have 
been greatly stimulated as a 
result. 

The daily Neue Zurcher Zeitung 
published a special] supplement 
covering the event.—-Puhlicitas 
§.A., Lausanne. 


Belgium 


The well-known Belgian 
weekly Pourquoi-Pas has an- 
nounced that the weekly circula- 
tion of its Congo edition will 
soon reach the 8,000 mark, 

A new specialised publication, 
the Congo Review of Building 
and Industry is being edited and 
printed at Leopoldville. Circu- 
lation is 3,750. 

* * * 

A recent decree has stated that 
the sender of unaddressed circular 
matter, unstamped, to be de- 
livered at each door, may obtain 
faster carriage and priority of 
distribution by paying a supple- 
mentary charge of 10 centimes 
This brings the cost of mailing 
urgent unaddressed printed mat 
ter to 30 centimes. A few years 
ago the cost of a letter was five 
centimes, 

* ¥ * 


A permanent television con- 
nection between Belgium, France, 
and the Netherlands is being pre- 
pared for end-September. The 
link-up will be ready as soon as 
Belgium has begun TV transmis- 
sions. Dutch viewers may then 
see Belgian, Flemish and French 
programmes 

The quality of reception of the 
Coronation in various countries 
has confirmed the belief that, 
from the autumn, it will be pos 
sible to organise an important 
part of a permanent TV network 
in Western Europe.—Publicontrol 
Ltd., Brussels. 


British East Africa 


A renort on economic and 
commercial conditions in British 
East Africa has been published 
by the Board of Trade. Prepared 
by the U.K. Trade Commissioner 
in East Africa, the renort covers 
the economic and commercia! 
field—-finance, development plans, 
primary  vroduction, industry. 
trade, customs, transnort and 
communications, social and 
labour conditions 


British Borneo 


The British Borneo Year Book, 
published in Sarawak. is being 
handled in Britain and on the con- 
tinent by Colin Turner (London) 
Ltd. This year book, which is 
printed in English and Chinese, 
is the most comprehensive guide 
to the area yet published. Next 
edition will appear in 1954 and 
will include British North Borneo 
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For the man in the deep field, or the planner of a poster campaign, 
it’s good positioning that enables him to dismiss the opposition. 
When you are preparing to take the field with a new poster campaign, 
consider the positioning that David Allens can offer you. Carefully-designed, 
well-maintained sites, strategically placed to catch the public eye, 
are available to give you complete coverage of the thickly-populated incustrial 
areas of North West and North East England, Scotland, Northern 


Ireland and Eire. For the next innings, let David Allens place the field tor you! 


DAVID ALLENS 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London, §.W.1. 


Telephone: SLOane o711. Telegrams: Advancement, Sowest, London. 
Area Offices at Liverpool, Newcastle upon Tyne, Glasgow, Edinburgh, Belfa blin, 
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NET SALES (ABC) 


oe TO ihe ae . 


DR EOE ae Oe pe eee 


Advertiser's 
Weekly 


. . . is proud to announce the highest Net Sales 


in its 40 years of service to advertising and market- 


ing. The steady year by year growth in its sales 
shows that its complete editorial coverage of the 
field of advertising is appreciated by the industry 
which it serves. 


Everybody in Advertising reads Advertiser's Weekly. 
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Pen Smithers — \ 
spare our laughs — 
Could never draw 
from photographs. 
With tracing paper — carbons too, 
The job took much too long to do, 
Which meant that 
poor old Smithers’ time 
in profits 
hardly showed a dime. 
Yet Smithers’ chief 
was loath to say: 
“ Augustus, kindly go away” 
Instead, he had a brilliant thought; 
Some Kodatrace he wisely bought. 
Now Gus does drawings by the score, 
Where he did single ones before, 
By simply tracing through, in ink, 


the finest details, in a wink. 


This better work, this faster pace 
Is solely due to Kodatrace. 


A KODAK 


Kodatrace : 


THE MODERN TRACING FILM 
Supplied in 30° and 40° widths in rolls of 20 yards 


and half rolls of 10 yards. 
H.0.SComn 


Sole Distributors : 
CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


PRODUCT 


atGco 


Tel: HOL. 6086 


Unequalled in Kent 


9 Newspapers 
| Order 

3 Stereos 

| Account 


= : 14,3 35 ‘alee Sales 
Associated Kent Newspapers 


Accounts Office _ 
30 High Street, Chatham (Chatham 2213) 
Advertisement Representatives 


E. W. Player, Led., 30 Fleet Street, E.C.4 
(Central 2786) 
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do this 


HY don't 
sort of thing in England? 
It is a pardonable reflection for 
an English journalist who is 


they 


savouring the eighth course 
and the fourth wine of a mid- 
night banquet which marks the 


end of three memorable days 
in the Rhéne Valley at the 
expense of a foreign news- 
paper. This hospitality arose 


from the organisation at Lyons 
by Le Progres, one of the 
largest of the French provin- 
cial morning papers, of a festi- 
val of fruit, flowers and wine 
of the Rhodaniennes. 

Some 25 journalists from 
France, Germany, Switzerland 
and Scandinavia, and agency re- 
porters was the only English 
journalist present—were invited 
as guests. The chief nurnose was 
to publicise the nroducts of the 
Valley for export purposes 

We arrived in Lyons and set off 
with an advance guard of police 
motor-cyclists the following morn- 
ing for a tour which, on the first 
day alone, included six receptions 
(at which the local vin d’honneur 
was duly sampled to the accom- 
paniment of folk songs and 
dances), a late evening concert at 
Ninon Vallia’s private open-air 
woodland theatre, and two mam- 
moth banquets at which the first 
few of a total of 56 sneeches were 
delivered 


The next day (or more pre- 
cisely, later the same morning), 
we inspected a floral exhibition in 
Lyons, arranged as one of the 
many attractions of the festival 
(the district exports famous roses 
to many oarts of Europe) and 
enjoyed a banquet in a thirteenth 
century chateau. 

We made our way down the 
Rhone by coach and steamer to 
be greeted at the quayside at 
Valence by army bands, an 
escort of boatmen and a crowd 
estimated at 10.000. These saw 
us march jn state un the hill to 
wards the main square where a 
fine fruit exhibition was in pro- 
gress. Some of the dozen local 
fruit queens, elected during the 
festival in the several districts of 
the Valley, greeted us and later 
attended a bal! in our honour. 

The following day the party 
sampled more wines of honour, 
visited a number of the new fruit 


packing and grading co-opera 
tives, saw the largest marrons 
glacés) factory in the world, 


visited a cold storage dendt, and 
arrived in the little town of Sarres 


Jury 23, 1953 


How the French 


publicise wine 


By Montague V. Keen, 


Editor, Fruit Trades Journal 


for the final dinner, some two 
hours late, 
The science of publicity is 


half education and half enter- 
tainment, with a sprinkling of 
careful insinuation. The French 
have that science perfected to 
a_ fine art. We were, for 
example, escorted throughout 
our tour by a vehicle built in 
the shape of a huge wine barrel. 
At periodic stops this would 
open to reveal a miniature plat- 
form upon which songs and 
dances would be staged in 
praise of French wines. 

Propaganda “en faveur du vin" 


is proceeding al] over France and 
stimulated perhans 


beyond, not 


Built to resemble a barrel, the 
interior of the escort vehicle 
housed a stage for shows about 


wine. 


only by the efforts of the sherry 
and port producers to promote 
their wines abroad, but by the 
increasing consumption of spirits 
in France itself. There is quite 
a battle between the two. One 
advertisement I saw denicted the 
ignorance of rather dejected 
looking cattle who preferred 
water, the folly of a prostrate 
drunkard who preferred spirits, 
and the lively joy of the man who 
had the sense to recognise the 
virtues of the slogan “Un repas 
sans vins de France est une 
journée sans soleil.” 

How far could these elaborate 
display and showmanship 
methods be anplied. let us say, to 
the Sheffield cutlery industry, the 
Ulster linen, or Scotch whisky, 
the Lancashire cotton, Yorkshire 
woollen or Stoke pottery indus- 
tries? Which enterprising pro- 
vincial newsnaner is going to help 
circulation and trade by embrac- 
ing in this fashion the cause of 
greater exports? 
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The Hobbies and Models Market 


AND I!1TS SPECIALISED PRESS 


ee =: AR 
E\ER@ iz 4 

* | 
OR eighteen years AEROMODELLER has been catering for the exact- xd : : 


ing needs of critical yet appreciative readers who demand the 
utmost from both editorial and advertisement content in the pursuit 
of their twentieth century hobby—aeromodelling, or making and 
flying model aircraft. Since 1946 AEROMODELLER has been an A.B.C. 
Member, proud to publish its circulation, now steadily climbing to- 
wards the 45,000 monthly mark. National advertisers who have 
something to offer our readers in their own, or associated fields, will 
enjoy their keen response. We will gladly discuss prospective 
campaigns where AEROMODELLER can assist. 


IN THIS ISSUE 


SPECIAL CANBERRA 
SCALE PLAN FEATURE 


AB.C. Figure WORLD SPEED 
4 2, 2 7 9 CHAMPIONSHIPS 


BRITISH MATIOMALS 


Per Month FULL SITE PLANS OF 


SiPA 700 mimIpeT 


Mor MAKER published by the same enthusiastic 

team behind AEROMODELLER is a young and virile 
magazine covering all aspects of model making, except 
model aircraft. In its columns will be found model boats, 


yachts, racing cars, railways, workshop accessories, 
profusely illustrated, fully described, with adequate 
working drawings. Its readers are mainly culled from 
the professional classes seeking sparetime relaxation, 
students, civil servants and the like. They, too, have a 
reputation for wise buying and will readily accept goods 
advertised in MODEL MAKER, backed by the popular 
trade review features with which they are supported. 
Both AEROMODELLER and MODEL MAKER are truly 
international in appeal with articles on models from 
all over the world, and an excellent percentage of over- 
seas circulation. 


Circulation 
Per Month oe what, co MODEL A! “ONAUTICAL PRESS LTD 
F 38 CLAREN!: ' ROAD, WATFORD, HERTS 
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HOMECRAFTS & HOBBIES | 


iy 
Y 


HANDICRAFTS | 


There is 


SKILL 


ADMISSION 
TO THE y 
EX HIBITION me 
WILL BE 


OLYMPIA 
Oct. Ist-10th 1953 


CULTURE - EDUCATION - CRAFTSMANSHIP 


in a wide range of handicrafts, homecrafts and hobbies on show. 


Britain’s leading manufacturers and suppliers will display and sell 
the finest materials and tools ever shown in this country. Continuous 


demonstrations in every class of handicrafts and homecrafts make 
this a “ live’’ Exhibition. 


W. P. Matthews (“Do It Yourself’), advises on home decorating. 


Features and attractions of wide general interest include the best 
examples of craftwork being produced throughout the country in 
Arts and Crafts Societies, Schools, Technical Colleges and Institutes, 
all selected by the British Education Authorities. 


Full details of availability of stands, space rates and floor plans can 
be obtained from the official Organiser : 


JOHN PULLAN, M.B.E., M.C., M.A, 258 COCKSPUR STREET, LONDON, S.W.1 


Telephone: WHItehall 1345 
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Hobbies and models market 


ADVERTISER'S WEEKLY 


The specialised journals 


Hobbies devotees read these 
journals from cover to cover 


Hundreds of thousands of people of all ages spend their 


leisure in hobbies and handicrafts of great variety. 


Like the 


man in the picture, who is making a lampshade, they all want 
to know “how to do it” and to be told of new ideas, new 


materials, new components. 
big market for a wide range of products. 


Collectively, they constitute a 


In the specialised 


journals that cater for their needs, advertisements are news, 
and are read asfeagerly as are the editorial features. 


HERE has been a vast in- 

crease in the field of home 
hobbies and the making of 
models. This has been matched 
by the increased sales of the 
specialised magazines serving 
the information needs of this 
expanding “do-it-yourself” and 
“make-it-at-home™” section of 
the community. 

These magazines offer a very 
effective means whereby the 
manufacturers of tools, blue 
prints, materials, kits, and so on, 
can bring their products to the 
attention of those most likely to 
buy them. 

An example of the way one 
of these journals has grown in 
size and sales in response to a 
growing demand is provided by 
Popular Handicrafts. 

Formerly known as Craft- 
worker, Popular Handicrafts, first 
appeared in January 1947. It 
then contained 28 pages and 
printed 1,200 copies at a selling 
rate of 10d. This price was lifted 


to Is. in July of the same year. 
Popular Handicrafts thrived and 
in June 1951, when the circula- 
tion was up to 14,000 copies a 
month, it was taken over by the 
Link House group. 

During the last six months of 
1952 the circulation averaged 
47,000, Now it is 50,000. Because 
the journal is essentially a family 
magarine with a wide appeal 
among evening _ institutes, 
women’s guilds,, hospitals, 
schools, etc., the actual reader- 
ship is calculated to be about 
200,000. 

Since the magazine enjoyed the 
facilities of the Link House organ- 
isation the results have been im- 
pressive and fast. Within two 
years of the take-over circulation 
reached a 50,000 copies peak, 
and more pages have been added 
Last September the ‘irst edition of 
the Popular Handicrafts Annual 
was published and 100,000 copies 
were printed and distributed with- 
in a few weeks of publication. 

Details of the overseas circu- 


lation are not available but it 1s 
likely that some five per cent of 
the total print order goes outside 
the United Kingdom 

The publishers have analysed 
the readership down to four 
distinct classes 


1. Members of educational 
and cultural groups who regard 
craftwork as a medium for 
artistic expression. 

2. The home handyman who 
wants to make an ironing 
baard for his wife or some 
toys for the children. 

3. The person who adds to 
his income by selling articles 
made at home. In this con- 
nection it should be stated 
that the journal not only gives 
ideas about what to make but 
also carries a special markets 
feature indicating where the 
articles may be sold. 

4. The handicraft manufac- 
turing, wholesaling and retaili- 
ing trades. The advertising 
pages present an overall pic- 
ture of the handicraft industry. 
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| EXHIBITIONS WILL SHOW ‘WAY TO DO IT 


EFLECTING the increasing 
popularity of hobbies and 
home handicrafts is the growth 
of exhibitions designed specifi- 
cally to appeal to those whose 
leisure is so employed. This year 
there are to be three such 
national exhibitions, two spon- 
sored by publishing houses. 
There is the International 
Handicrafts, Homecrafts and 
Hobbies Exhibition organised by 
Popular Handicrafts, a Link 
House publication, This ts taking 
place at Olympia from October 
1-10 and it will be the first time 
the journal has staged both a sell- 
ing and a prestige exhibition. The 
purpose is to show the best con- 
temporary British and overseas 
craftsmanship 
A feature will be a National 
Exhibition of Crafts, in) which 


many local education authorities 
are co-operating. The best pieces 
of work from each area, in six 
classes--woodwork, metalwork 
pottery, weaving, goldsmiths’ and 
silversmiths’ work, embroidery 
and needlework — will be shown. 
Certificates of merit will be 
awarded for these exhibits, and 
the best in each class will be 
awarded a silver plaque. 

The 28th Model Engineer Ex- 
hibition, organised by the Percival 
Marshall publication The Model 
Engineer, will be held at the New 
Horticultural Hall, Westminster, 
August 19-29. This will be a 
four-part show comprising some 
SO trade stands on which all the 
latest developments in equipment 
will be presented; there wil! also 
be demonstrations by experts of 
“How to do it”; working exhibits 
(including a huge water tank on 


which radio controlled ships will 
be demonstrated), and 00 excel- 
lent scale models competing in 
the categories of the champion- 
ship cups offered by The Model 
Engineer. 

The first Nationa! Handicrafts 
and Hobbies Exhibition ever to 
be staged by professional organ 
isers was promoted |ast year by 
Henderson Exhibitions Ltd. This 
proved to be such a success that 
it has become an ann event and 
the second exhib! will take 
place at Central Ha West 
minster, from Sept 17-30 

Attendance at !a s exhi 
bition which had | port of 
only one publicat) 45,000. 
This year support g from 
a dozen publicato ving a 
total circulation o! ) The 
organisers expect | ndance 
will be in the reg 100,000 


rraeio: fepwar tandacasis 


From Hobbies 
can pride 
“perfect” 


u“ eekly 
itself in having the 
title, grew the ex 
tensive business of Hobbies 
Ltd. First published in 1895 to 
cater primarily for the fretworker 
Hobbies Weekly created such a 
demand for the necessary tools 
and materials that the company 
of Hobbies Ltd. was formed two 
years later. It now employs most 
of the available male labour in 
East Dereham, Norfolk, and is 
one of the largest general engin 
cering works in East Anglia 

For many years the journal was 
designed in the first place to in- 
terest those people who bought 
Hobbies goods The contents 
of the magazine are now much 
more general. Nothing that is not 
informative or in straightforward 
“how-to-make” or “how-to-do” 
vein. finds a place within the 
covers. 

There was an average net sale 
of more than 73000 copies per 
issue over the last six months of 
1952. In winter circulation ad 
vances to 80,000. It is thought 
that every copy is read by at least 
three people as many go into 
boys’ clubs and similar organisa 
tions 

As far as can be ascertained 
some S50 per cent of the readership 
are boys between the ages of 10 
and 16, 20 per cent between 17 
and 25, and W per ceni over 25 


which 


There are very few women readers 


although women into whose 
homes copies of Hobbies Weekly 
20 often respond to advertise 
ments. Generally speaking the 
income level of readers is that of 
the average working class. 

Overseas circulation runs into 
several thousand copies plus 
about 500 postal subscribers. The 
publishers consider that reader 
ship abroad can be counted “as 
high as 10 per copy as it is usual 
for copies to be passed on.” 

Also published by the firm is 
Hobbies Annual Handbook, Ove; 
175,000 copies of this are sold 
every year. 

In the somewhat non-functional 
hobby field the Aeromodeller 
reached an average A.BC. circu 
lation over the last six months of 
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HOBBIES AND MODELS MARKET 


1952 of 39,163 a month. Figures 
to the end of June this year 
show a substantial rise to 
42,279. ‘The magazine is widely 
regarded as a “personal” posses 
sion and many are bound and re 
tained for reference purposes 
Ihe life of an advertisement may 
therefore run to years 

The readership derives from 
all walks of life with an emphasis 
upon the college boy, university 
graduate, apprentice, and worker 
im the aircraft) industry [he 
aduJt readership is reckoned at 
SO per cent 

Established in 1935 —in = ad 
vance of any mode} aircraft in 
dustry Aeromodeller has lent 
its columns to the development 
of the hobby since that date. It 
organised national exhibitions 
during the war and early post war 
years to help re-establish a wal 
hampered trade. It has sponsored 
international meetings and was 
responsible for introducing the 
diesel, or compression igaition, 
engine to this country and this 
type of mode] engine ts now the 
most popular power plant among 
acromodellers Ihe develop 
men; of radio controlled model 
aircraft was pioneered by Aero 
modeller, 

Overseas readership has been 
calculated at upwards of 7,000 
and while some 60 countries are 
involved in this the bulk relates 
to the United States, Australia 
and New Zealand 

Since 1948 the publishers, the 
Model Aeronautical Press Ltd., 
have brought out the Aero 
modeller Annual which contains 
in its 160 pages a selection of the 
year’s best acromodelling designs, 
with contributions on the leading 
characteristics of the year 

Ihe same firm also publishes 
the Model Maker which has an 
average monthly circulation 
figure of 15,000 This circulation 
is rising and by the end of this 
year the expectation ts that the 
present level will be much higher 
Readership has been analysed to 
2:34 per copy and here again 
copies are retained long past the 
date of issue 

The readership survey issued 
by Model Maker contains the 
following grouping of the 
readers These are percentage 
figures accurate to the nearest -25 
per cent 


Manual 28 
Executive 155 
Professional 165 
feachers (school 
college) 11-75 
Clerical 95 
Civil Service (all 
grades) 45 
Skilled engineers, etc. 25 
Still at school 2:5 
Engineer apprentices 10 
Forces 2:25 
Retired 5 
Unclassified 2's 


Nearly 80 per cent of the 
readership are over 21 

The Model Maker fitst) an 
peared in’ its) present form = in 
December 1980, being a merge: 
of the magazines Model Mechani 
and Model Cars. Wt devotes 


regular and consistent space to 
mode! cars, has developed a 
strong model yachting section 
and its model boat articles and 
features have a strong practical 
angle towards the hobby. Mode! 
railways are featured with a bias 
towards the not-so-expert, 

Occasional numbers are issued 
dealing specially with a particular 
aspect of the model] field (e.g. a 
model boat fitting-out number, a 
specia] model railway issue, etc.) 
\ “Model Shop Directory” fea 
ture is run for small retailers 
Regular trade tests and reviews 
appear and these are known to 
exercise a considerable influence 
on the buying public. Advertise 
ments include those for home 
workshop equipment, lathes, 
manufacturers and wholesalers 
for all classes of mode] goods 
except model aircraft, tools, acces 
sorties, etc 

1 point stressed in the reader- 
ship survey is that 27 per cent 
of those who see the journal read 
no Other model or hobby maga 
rime It ts therefore stated that 


any advertisement in our 
columns would be absolutely new 
to oover a quarter of ow 
re ader ‘ ™ 


About 3,000 copies go abroad 
mainly to Scandinavia, U.S.A., 
Australia, and other countries of 
the Commonwealth, 

Latest journal 

for railway modellers 

The newest of the publications 
catering for the railway model 
enthusiast is The Railway 
Modeller, published) by Peco 
Publications and Publicity Ltd 
This journal caters for the aver 
age enthusiast-——not for the type 
of modeller who is fully experi 
enced and has an interest only in 
models of the highest quality, On 
the other hand, it is not strictly 
for the toy owner 

The circulation is between 
11.000 12,000) a month. The 
average readership age is around 
40-35 and covers a wide band of 
the population including — air 
marshals and members of the 
clergy Very closely associated 
with the publishing company 1s 
another who are manufacturers 
in the railway model trade. This 
enables the journal to carry out 
i full testing and examination of 
all related products. In that way 
advertisers can be given” real 
editorial support and this ts done 
in the “Trade Window™ section 

Founded in 1898 as a monthly, 
The Model Engineer, published 
by Percival Marshall & Company 
Ltd, became a fortnightly and 
then a weekly. The war did not 
prevent publication and reader- 
ship is to-day estimated at nearly 
120,000 Its technical articles 
well illustrated, cover a wide 
range of subjects 

The readership is not limited to 
those who are model engineers. 
The claim ts that “everyone with 
a home: workshop, whether a 
well-equipped one or a set of 
tools kept in the kitchen dresser, 
is a reader or a potential reader.” 

At the beginning of this vear 
The Model Engineer enlarged its 


The kind of work 
they do Some of 
the exhibits in the 
national handicrafts 
competition at last 
year's National 
Handi rafts and 
Hobbies Exhibition 


format from a 
Page size of nine 
inches by six to 
that of its com- 
panion journals (see 
below), crown 
quarto (93 x 74). 
About 85 _ per 
cent of The Model 
Engineer sales takes 
place through the 
normal trade dis 
tributors and of 4, 
this about two per 
cent goes overseas 


Some 15 per 
cent goes to subscribers of which 
35 per cent goes abroad. 


Readership includes executives, 
managers, foremen. draughtsmen, 
newspapermen, advertising men, 
bankers, those working in the en 
gineering industries themselves, 
in railways, aircraft production, 
shipping, electrical firms, and so 
forth. 


There are three companion 
journals to The Model Eneincer 
For the enthusiast in the smaller 
gauge railways there is The 
Model Railway News, with a 
readership of nearly 40,000, For 
those who fly and make model 
aircraft there 1s Model Aircraft 
with a readership of almost 
100,000. This is the official 
organ of the Society of Model 
Aeronautical Engineers, the body 
appointed by the Roval Aero 
Club io control national and in 
ternational contests in Great 
Britain 


The third companion journal is 
Model Ships and Power Boats. 
Started after the war this journal 
was a revival of Ships and Ship 
Models which, first published in 
1931, stopped publication in 1940 
Because this is a specialist field, 
readership is around 7,000. 


Appeals to all 
members of family 


Publications of the hobby-do 
it-vourself type enjoy a readership 
far exceeding the number of 
actual sales. Moreover they are. 
for the most part, kept careful! 
by and referred to long past the 
date of issue. In the case of the 
monthly Home-Made Gadgets the 
circulation for the last six months 
of 1952 has been estimated as 
averaging 22.000. The readership. 
however, has been reckoned at 
quite four times that number be 
cause the periodical suits every 
member of the family There ts 
an overseas circulation of about 
a thousand copies a month 


Founded some six vears ago 
Home-Made Gadgets is published 
by Postlib Publications. Advertis- 


Jury 23, 1953 


oo. 
<\ 


ing Was not encouraged in the 
past but is now accepted 


The circulation figure for The 
Woodworker (The Journal Foy 
Craftsmen in Woodwork) during 
the last half of 1952 was 118,427 
copies per issue. Since then the 
figure has gone up to. over 
120,000 


This is an old established pub- 
lication and is now a Is, monthly. 
It has always catered exclusively 
for the woodcraftsmen embracing 
both the professional and the 
skilled amateur. 


The overseas circulation § of 
The Woodworker is just under 
12,000. As to the spending habits 
of the total] readership while no 
systematic analysis has been car- 
ried out it is known that they can 
spend liberally on tools, mach 
ines, raw materials, and so on 

It is fairly certain that a tele- 
vision set w.ll never be cheap 
It will never, that is, be a minor 
item in the household expenditure 
Herein lies a large part of the 
appeal of Practical Television, 
published by George Newnes 
Ltd. The entire range of “how- 
to-make-it” at home in the field 
of television is covered. Also in- 
cluded are features dealing with 
the transmission of programmes 
and how to improve reception. 

Over 68,000 copies are sold 
(net) per month. The total reader- 
ship is not known. This publica- 
tion was begun in April 1950 and 
the monthly sales remain steady. 

Over 90.000 copies are sold 
(net) per month of Practical Wire- 
less also published by George 
Newnes. The estimate is that 
about two per copy represents the 
size of the actual] readership. 
Over the past seven vears the cir- 
culation of this journal has 
doubled. Every class of reader is 
involved —all ages and al] income 
groups and social classes 

\ 2st birthday celebration 
number is scheduled for Practical 
Wireless for October (actual date 
of publication will be September 
4) There will be many more 
pages than usual and an increased 
print order has been arranged. 
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A STRONG PARTNERSHIP 
HOBBIES WEEKLY 


(4d. Every Wednesday) 


This magazine is the leading weekly catering for modellers, handymen, 
home cuban and all hobbyists. If your products appeal to men and 
boys who are handy with tools (and the wives and mothers of their 
households), you cannot afford to ignore Hobbies Weekly. A list of 
some of the advertisers who regularly use its pages can be seen opposite, 
and is proof enough of its pulling power, There is no waste reader- 
ship. Every one of the thousands who buy Hobbies Weekly regularly 
(and many others who read their friends’ copies) are potential buyers 


of your products. Page Rate £30 


First published in 1895, Hobbies Weekly has firmly established itself 


Some of the advertisers using Hobbies publications 
; ; ‘ regularly are: Johnsons of Hendon Ltd., Croid 
in the handicrafts field, and now enjoys an average net sale of over Ltd., The Minnesota Mining and Manufacturing 
s ¢ : aa Co., Ltd., (Scotch Boy Tape); The British Institute 
75,000 copies per week. In recent years, under new editorship, it has of Engineering Technology, Brook Motors Ltd., 
: a a. Myford Engineering Co., Ltd. (Laihes), Sir Isaac 
become more progressive than ever, and has a new, brighter format. Pitman & Sons Ltd., Wolf Electric Tools, Ltd., 
A plan to add additional pages is now being discussed, and this move J. W. Spear & Son (Brickplayer), Uford, Ltd., 
Rawlplug Co., Ltd., Ronuk, Ltd., (Colron), The 


will doubtless make the magazine even more popular among readers. Bennett College, Casco Glue, W. & G. Foyle, Ltd., 
J. H. Sankey & Son, Ltd. (Pyruma), Fleximould, 


Space for the autumn is now being booked, and we shall be pleased to Ltd., The karlena Art Stone Co., Ltd., Modeleraft, 


; : ’ Ltd., International Correspondence Schools, Hoover, 

discuss your requirements with you. Ltd., E. Keil & Co., Ltd., Trix, Ltd., Kaylee Trans- 
fers, Ltd., Solarbo, Ltd., Handicrafts, Ltd., Samuel 
Jones & Co., Ltd., LCA, Ltd., Harbutts Plasticine, 
Ltd., etc., ete. 


HOBBIES HANDBOOK 


(2- Annually) 


Over the years, Hobbies Handbook has come to mean more than just a 
publication of interest to all who like making things. Everywhere, 
modellers, handymen and crafitworkers have learned to regard it as their 
guide and friend—as indi<pensable as the tools they use. Much of the 
advertisement space is taken up by the same companies each year, and 
ovly by adding additional pages this year, was it possible to accommodate 
newcomers. Space bookings for the 1955 issue, to be published September 
1954, are now coming in, and it is not too early to let us know your re- 
quirements. Only in this way can you be sure of avoiding disappointment. 
The net sale of this Annual i- in excess of 175,000, and only paper 
restrictions have prevented a greatly increased sale. At £90 a page, can 
you afford to ignore such a \oluable medium ¢ 


a: Page Rate £90 


ADVERTISEMENT DEPT., HOBBIES, TEMPLE HOUSE, .“!\LIS ST., LONDON, E.C.4 
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Hobbies and models market 


How Trix advertise X-acto tools 
in the specialised press 


i ly Hk enormous — interest Advertisements in the hobbies and handicrafts journals need 
shown in model making, not be sensationalised but they should be factual and explanatory. 
; ; and wherever possible should be fully illustrated. These points 
marquetry, wood carving and 


are well demonstrated by this case history of the successful 
campaign for X-acto hobby knives and toots. 


other home handicrafts has 
created a big demand tor a 
consistently sharp knife with 
the right blade shape to suit the 


handle, made in three sizes, with but 23 from witch to choose 
a series of 23 interchangeable 


Obviously the most economical 


particular job in hand blades, any one of which can be way to reach him was through 
In the past, craftsmen used a locked to the handle, quickly and the specialised hobby and seif 
number of ordinary knives which firmly If the blade becomes help press, for there is no more 


they adapted to their purpose, or = dulled or the job calls for a dit 
they made their own by grinding ferently shaped blade it is a 
and honing pieces of hacksaw matter of seconds, to change tt. 
blade to the shape they wanted Ihe modeller thus has an ever 
Even when they got the shape sharp knife with a blade for every 
right there was still the problem = purpose 


avid reader than the enthusiast 
with his hobby paper 


Early advertisemepts showed 
the three knife handles, wher 
ever possible full size, and 
stressed the scalpel-like sharp 


of fixing the blade to a comfort The problem ~— the adver ness of the blades with occasional 
ably balanced handle. There was tising agent, Gordon & Gotch — mention and illustration of the 
= — on a pent that met Advertising Ltd, was so toy soto tool chests 

‘ ; odel makers require arrange a promotion campaign 

= Se mee Ac -tcondg eats . ° f ey From this, the logical step was 
ments except, perhaps the sur that the potential customer could 


geon's  scalpels It was from quickly see that in this idea of a to show the full re of a 
these that the model maker's knife with an interchangeable ie. bbe and rere = Rairrely < . 
ideal knife was developed, X-acto blade was the solution to all his wens elit’ mt , se peas a ay thie 
This is the king-pin of the = cutting and whittling. Gone were eae dist Pt ' os 7 ea 
X-acto range of hobby knives the days when he had to make Xa age er ' 2 Pema = 
and tools made by TRIX Ltd. do with two or three knives,  ‘ — sdliccygeles Ee eens 
London. none of which might be suitable interested in stores, oe eens 
The X-acto knife consists of a With X-acto he had not one knife and handicraft suppliers — © 
was no longer essential to show 
——, the three knife handles in each 
ad. A striking three-colour con- 
certina folder which illustrated 
— the whole X-acto series Was pro- 
duced. For this, the reader was 
invited to apply and the keying of 
advertisements was facilitated. 


JEWELLERY * MARQUETRY 
LAMPSHADE MAKING BASKETRY POTTERY ~ WEAVING 
LEATHERWORK © METALWORK ~* NEEDLEWORK » WOODWORK 


Having established the X-acto 
knife as a versatile tool with a 
sharp “blade for every cutting 


POPULAR job” and as an individual knife 


and part of the X-acto tool chests 


it was felt that the story could 
now be presented in a more 
crystallised form What finally 
| evolved was the powerful tlus 


iy | tration of a hand holding an 
r ; X-acto knife, coupled with the 
... The leading medium for handicraft, hobbyist phrase “More skill at your 
and handyman materials and equipment. And, fingertips.” Because the large 


remember, POPULAR HANDICRAFTS ts read 
not only by Mr. and Mrs. Crattworker. It has 


advertising pages keep dealers and manufacturers 


e here 


an K-acte Diade for every cutting job 


CcOPItE—ES EVERY MONTH 


AND RATES AS LOW AS £2 PER SINGLE COLUMN INCH 


an influential circulation in the trade, for tts UY | Las Vs y/ tig * f, 


4 | 
in touch with new developments in handicrafts. a above THE RES? CE i 
50,000 Seat 4G; = 
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‘More skill at your 
fingertips... 
Lo 


There «@ an BM ccte blade fer erery cutting o> 
‘ x . whe wil 


” . 


1 KAives fron We eneh 
wm Th wo Oe 


The phrase “More skill at your 
fingertips” so precisely summed 
up the qualities of X-acto knives 
that it was adopted for widespread 
use in advertising. The picture of 
the hand holding a_ knife has 
almost hecome something of a 
trademark. 


range of X-acto blades offers 
such a scope to the modeller and 
craftsworker it is still the policy 
to include illustrations of the 
blades, even if reduced in size. 

The campaign has again shown 
how much attention the enthu- 
siast gives to his own hobby 
paper. If the product is what he 
wants, if the advertisement talks 
to him in his own idiom, he will 
respond quickly enough. That is 
the experience with X-acto. 


Full details from the Advertisement Manager 


| O16 Burlington Street, Londen wi 


LINK HOUSE STORE STREET LONDON) WC! MUSeum 9792 


An essential feature of every adve 


hobbies press was the complete range of blades available, together 
with the three handles. 


rtisement placed in the trade and 
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fi you want to reach 


eran HOME WORKSHOP OWNERS, 
THOSE WHO USE TOOLS, PLUS COMPLETE 
COVERAGE OF THE MODEL MAKING FIELD 


fre co He MODEL 


Percival Marshall's four magazines devoted to model making cover every aspect 
of this amazingly popular hobby. They are read regularly from cover to cover 
by enthusiastic modellers throughout the world. Model makers and collectors 
are drawn from every walk of life and spend surprisingly large sums of money 
on the tools and equipment they require. Make certain your advertisements 
appear in the best media for modellers — brief details of which are shown below. 


THE MODEL ENGINEER (weekly). | or over SO years the most popular periodical 
of its type, “The Model Engineer” covers al! aspects of model engineering and has an 
estimated readership of nearly 120,000. It ts widely read by craftsmen of all kinds, radio- 
control enthusiasts and almost everyone with a home workshop. 


MODEL AIRCRAFT (monthly). Phe mos! progressive and authoritative publication 
in its field, this journal has a readership of nearly 100,000 enthusiasts who make and fly 
model aircraft. Packed with interesting and exclusive pictures, articles and plans, and 
news of jet propulsion, radio control, miniature petrol and diesel engines. The official 
journal of the Society of the Model Aeronautical Engineers. 


MODEL SHIPS & POWER BOATS (monthly). A specialist journal for the lover 
of ships and the sea, for the model ship builder and collector, it contains many interesting 
articles written by actual constructors of models. Being extremely specialist, its readership 
is approximately 7,000. 


THE MODEL RAILWAY NEWS (monthly). A journal with a special appeal 
for those interested in smaller gauge railways, now in its 29th year of publication. Its 
readers include enthusiasts throughout the world and it contains interesting articles on 
the design and operation of full-size as well as model railways. Its readership ts approxi- 
mately 40,000. 


Details of rates and space available will he supplied on application to the Advertisement 
Manager. Type area for all journals is 8 6 


And here is o wonderful opportunity 


“THE MODEL ENGINEER” 
EXHIBITION 


ROYAL HORTICULTURAL HALL 
19th—291h AUGUST 1953 


Model engineering enthusiasts from all over ntry will be there. Advertise in the 
Exhibition Catalogue and get your message t cader—on the spot! 


Pubished by PERCIVAL MARSHALL & COMPANY LTD. 


19-20 NOEL STREET -LONDON - Hi, Tel: GERrard 88iI 
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ADVERTISER'S WEEKLY 
PACKAGING SURVEY 


Advertising comes into 
the retail front line 


Our Packaging Correspondent reports on the rise of self service 
retailing in this country and stresses the vital significance it has 


for advertising men. 


ORE and more advertising 

men are becoming in 
volved in the arts and crafts 
of packaging. This ts no pass- 
ing phase. The time when the 
contents of a pack could be 
“sold” to the customer by the 
talk of a counter assistant is 
moving into history. Increas- 
ingly the package is becoming 
known in retailing circles as 
the “silent salesman.” Self- 
service retailing techniques 
have come to stay —and they 
are spreading rapidly. 

In November 1951, when the 
journal Self Service began, there 
were thought to be between 750 
800 “serve yourself” stores oper- 
ating in this country. Now there 
are about 1,700 

The recently published Self 
Service Directory of Stores, pub 
lished by the Self Service journal, 
carries the following — section 


which should be of deep interest 
to all active in the sphere of re 
tail selling: 


... There was a noticeable 
quickening of pace (in the con 
version of stores to the self 
service method) about Novem 
ber 1952, coinciding with the 
publication of the report of the 
British Productivity Council on 
self service retailing in 
America; and there has been 
another increase in the past 
few weeks, possibly as a result 
of the relaxation in food con 
trols . we... estimate the 
average number of conversions 
and new openings as being of 
the order of 30 per month . . .” 
‘The impact of self service upon 

selling methods hit the United 


States first. In 1943 only 15 per 
cent of that nation’s independent 
markets were on a self service 
basis. To-day the percentage is 
70. Addressing the 18th National 
Sales Executives’ annual conven- 
tion a short while ago in Atlantic 
City, John M. Fox, president of 
the Minute Maid Corporation, ex- 


This carton hits the eye alone or 
in’ mass display. Designed by 
Proctor & Gamble, it gained an 
award in a U.S. competition. 


plained why the trend had been 
so heavy. 

The problem of modern retail- 
ing, he said, was “to reach move 
people more effectively with less 
manpower.” One of the most 
effective methods of lowering 
costs to apnear in recent years, he 
added, had been the development 
of self service merchandising 

“That self service plays a 


OLY eecetren 
tte EARLY erie. 
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— oe 2 
EARLY EGGs _ 
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Eges are among the most difficult items to retail in a self service 


store unless they are carefully 


pac kaged. 


The above shows an 


ingenious safety pack for a dozen or half dozen eggs. 


The ability to stand out from all others on a crowded shelf or 
counter determines the success or otherwise of a package for self 


service retailing 


hy the Folding Paper Box 


This collection of entries into the contest organised 
Association of America illustrates the 


point with clarity. 


major part in lowering costs ts 
clearly shown by the fact that 
self service prices are from five to 
10 per cent lower than clerk ser- 
vice stores as a direct result of 
these facts. The self service 
stores, which sold only one per 
cent of al! grocery sales in 1930, 
sold 79 per cent last year,” he 
pointed out 
The effect on packaging tech- 
niques is bound to be far reaching 
and Sir Robert Sinclair, as presi- 
dent of the Federation of British 
Industries, summed it up with 
precision when he said: 
“Packaging is the last phase 
of manufacture and the first of 
selling and nowadays, with the 
advent of self service stores— 
where the vack must literally 
sell its contents to the shopper 
— it is often the final vhase in 
selling as well.” 


Two clear functions 

of the retail pack 

To-day’s retail pack, if it ts 
to be efficient within the four 
walls of a self service establish 
ment, must therefore perform two 
clear functions: 

1. It must protect its contents 

during transit. 

2. It must attract favourable 
attention at the point of 
sale and help to sell its 
contents. It must have “shelf 
appeal.” 

The people who design the 
pack, write the words, choose the 
colours, and draw the pictures 
are no longer operating far from 
the retail battle. Packaging to- 
dav 1s front-line advertising. 

The range of goods being sold 
in self service stores is widening. 
Branded foods have been pack- 
aged in an eve-catching way for 
some time but clothing items and 
hardware articles are now de- 
manding the same kind of con- 
tainer treatment 

+ * 

Fees have until now been 
problem items in the retail shop 
because of their extreme vulner- 
ability to breakage. Some few 
months ago they were given a 
self service look in the U.S. by 


being 
pack 
around. In 


encased in a_ safety 
with bold lettering all 
this country now, 
the retailing of eggs has cer- 
tainly been simplified by the 
use of the new pack designed by 
Kenneth Bromfield and manufac- 
tured by the Hartmann Fibre 
Company for the Hampshire Egg 
Producer's Society Ltd. 

The fibre can easily be cut 
with a sharp knife and it is in- 
tended to sell half dozens and 
dozens of eggs using the same 
basic pack. A label has been so 
designed that when cut in half 
two separate but complete labels 
would be formed. 

& Sa * 

For this year’s crop of quick 
frozen asparagus Birds Eye are 
using their eye-catching “broken 
pack” wrapper. Packed in a white 
waxed board carton 10 ounces of 


The “broken carton” design is 
effectively used on this quick- 
frozen asparagus pack, 


asparagus are enclosed in a 
waxed paper, the front of which 
carries a large trade mark at one 
end and a full colour photograph 
of the vegetable at the other 
The whole package is designed 
to give the impression that the 
wrapper has been torn away to 
expose the contents. Printed by 
photogravure from an_ Ekta- 
chreme the colour photograph 
was preferred because it gave an 
accurate picture of the product— 
not just an idealistic portrayal of 
asparagus 
The wrapper has been titanium 
loaded to give added whiteness 
and opacity. Design was by 
Continued on page 182 
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into cosmetic displays 


How to get the glamour 


Cosmetic displays should look expensively luxurious 
and their erection be easy for the retailer. Reviewed 


TPVHE wide range of cosmetic 

items must perforce appeal 
to the ladies. Essentially femin- 
ine in conception they are 
naturals for attractive display 
presentation. Four attractive 
examples in this field have 
lately come from the studios 
of Fords Advertising Ltd. The 
first, for Max Factor, involves 
a centre piece and accompany 
ing display card. The colours 


featured are purple and gold, 
and the shape of the projecting 
canopy for the larger unit is 
reminiscent of a crown 
Construction of these units is 
of interest in that despite the 


This full colour framed picture 
features a pink ostrich feather 
fan and rich red velvet curtain 


many curves shown when the dis 
play is fully set up it delivers flat 
Erection is simple, the pressing 
down of the centre plathorm being 
all that is needed 

The second display set has been 
produced for Chen Yu Ltd. in 


he Wmperial ~ , 


ry f | Elene 


here are four pieces recently brought on to the market. 


connection with the promotion of 
their nail Jacquer colour “Imperial! 
Flame.” Designs have been car 
ried out in red, black, grey and 
gold--the red colouring being the 
same as the actual nail lacquer 
Basic feature of the design is 
the adaption of the nail lacquer 


This children’s home wave dis 
play has been built in the form 
of an open story book. 


bottle to simulate a guardsman in 
regalia an effect achieved by the 
addition of a paper plume. This 
idea has been extended to the 
small display card whereon the 
actual pack is used astride a cut- 
out horse drawn in a decorative 
technique, 

A further feature of this set of 
display units is that the screen 
in the background has had a two 
fold use. In the first place it was 
sent out to the trade as a folder 
containing information about the 
“Imperial Flame” promotion. 
Secondly, when the folder was in 
the retailer's hands, he had 
merely to turn it inside out, erect 


Mi 


ge 


ee ee 


Commanded by Coronation Year Fashion” is the declaration carried 


on this two-fold use background screen 


In the form of a folder it 


gives promotional information to the retailer 


the little sentry box (which for 
mailing purposes folded flat), and 
set it up in his window to form 
an effective background for pro 
duct display 


It is essential in the promotion 
of a single colour in cosmetics 
that the display material should 
not be expensive in fact (although 
it should /ook expensive). In the 
case of the Chen Yu product, this 
difficulty was overcome by pro- 
ducing the work directly on to 
025 card and obtaining rigidity 
by constructional methods. Econ 
omy was also achieved by printing 
most of the pieces together 


The showeard for the luxury 
home wave picture frame has 
been carried out in full colour 
and features a rich red velvet 
curtain and pink ostrich feather 
fan. The frame is three dimen- 
sional but has been so devised as 


INGENUITY IN 
SET-UP BOXES 


h EARLY a thousand entries 
were received by the U.S. 
National Folding Paper Box 
Manufacturers’ Association for 
their 1953 Set-Up Paper Box 
Competition. A grand exhibi- 
tion of all the entries was pre- 
sented during the course of the 
association's annual conven- 
tion 
Entries were very carefully 
classified. Shown here are three 
award winners which offer excel 
lent display possibilities The 


flashlight display was made by 
Manufacturing 


the Dennison 


Purple and gold are the colours 
featured on this tasteful “crown’ 
theme display 


to fold flat for despatch facility 
The special offer coronation 
crowner illustrates the shampoo 
sachet which is included in the 
pack, This item has gone well 
and reprinting for further distri- 
bution is being arranged. 

Also executed in colour is the 
children’s home wave display 
which has been constructed in the 
manner of an open story book 
Iwo packs are thus shown on the 
display and despite its complexity 
it may still be folded flat. As in 
the case of the Max Factor dis- 
play pressure on the centre plat 
form js all that is needed to build 
up the presentation 

A novel touch is the writing in 
of a selling message on the book 
mark 


Company for Bantam Lite, Inc 
The maroon lettering on the 
hinged die-cut half lid is very 
effective. The die-cut in the smal! 
box covers allow identification of 
flashlight colour. As the boxes 
are removed from the bottom, 
others slide down. 

Provision of a die-cut acetate 
window enables the buyer to sec 
the entire spoon when set in the 
box made by The Box Shop, Inc., 
for the Majestic Silver Company 
The eve-catching colour combina- 
tion of red and blue has proved 
very effective in stimulating sales 
The inside platform of the box is 
designed to lift the handles up 
and present them to the customer 

The cine-camera has been 
placed in a hinged lid shoulder 
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They say 
it*s love 
that keeps 
the old 
world 


spinning— 


KO But packaging is best for market-winning! 


If you want to capture new markets... 
CALL IN THE PACKAGING SPECIALISTS 


JOHNS SON & WATTS LIMITED | 


Established 1842 
2-4 EPWORTH STREET, LONDON, E.C.2 
Telephone : MONarch 7408 (3 lines) 


ao a 


— as 
int of Saleg 3 


a 


cae : 161a—166, Strand, London, W.C.? 
Window — 
‘Displays — 


Temple Bar 6089 & 6357 _ 
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Comtelf. Pr,®: 

SILK IKSCREEN ARTS Le 
97 SHIRLEY ROAD. CROYDON 
aAoori;iscomeete 3147-6 


SPELDY SERVICE 
A EXPRESS 4 
DELIVERY 


HIGHEST GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


“SDAY-GLO”? printers | 


Representative 


for £64 per annum | 


Countrywide coverage 
month, amongst plumbing contrac. 
tors and heating engineers, getting 
to the ‘prospect’ in his most recep- 


tive moment—when contemplating | 


modern practice and products. 
Employ this ambassador, 
Plumber & Journal of Heating.’’ 
Full details of low cost advertising 
campaign on application to DALE 


REYNOLDS & CO. LTD., 32 Fins- | 


bury Square, E.C.2. 


No Local Campaign Is 
Complete Without The 


BOLTON 
STANDARD 


—the town's brightest weekly, and 
best results for your advertising. 
Circulates in Bolton and surround- 
ing townships, and seen by 80,000 
readers. 8/- per s.c.i. Thursday 2d. 
Don’t overlook the claims of the 


BOLTON STANDARD 
Victoria St., Bolton. Tel. 4742/3 
US High Holborn, W.C 1. Chancery 8752/3 


MERCURY (Words of Wisdom) 
DAILY CALENDAR 


with bold figures and a literary tit-bit for 
each day fitted to your trade announcement, 


will ensure a full twelve months free | 


exhibit in the best positions. You or your 
printer can obtain Mercury Pads from 


DAILY POST PRINTERS 
WOOD STREET, LIVERPOOL 


once a | 


The 


PADS | 


“System 
DESK DIARIES 


A selection of Daily 
Desk Diaries 
will serve you faith- 


which 


fully every working 
day of the year. 

They show you in- 
stantly all appoint- 
ments, record items for 
future attention, re- 
mind you of jobs to be 
done and matters to be 
attended to. 


Write for leaflet to: 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4. 


* 
ad. mgr. 
blows up... 


. and pats head of Account 
Executive, who thought of 
“*‘Gartex"’ advertising balloons. 
They're always before the 
public's eye, reminding .. . Selling 

. swelling sales. Your ° ‘Gartex”’ 
order is printed to sell your 
product. For details, write: 
Sales office Young & Fo 
Rubber Co., Ltd., 124/126 
Haydons Road, Wimbledon, 

* S.W.19. LIB 6281-6. 


quality screen printing 


ON Malador 


DISPLAYS LTD, 


j 535 GREEN LANES-LONDOON-N'8 
| phone MOUntview 4819 § 


@ Set-up boxes 
from page 180 


continued 


style box with a red velveteen re- 
movable tray. Angle displaying 
is made possible through the usc 
of a tray support inside the base 


PACKAGING SURVEY 


Jury 23, 1953 


The outside lid is printed with 
four-colour process film strip on 
bright blue background, The box 
was made by W. C. Ritchie & 
Co., for Bell & Howell Co. 


from page 178 


y 
See 
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ae 
eae 
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In this dual role package-display box the label has been brought in 
as part of the overall design. 


Lintas Ltd. and the printing 

carried out by Robinson's Wax 

Paper Co., Ltd. 
* * * 

New labels and cartons have 
been designed for Drene by 
Richard Lonsdale-Hands Asso 
ciates in association with their 
clients Thomas Hedley & Co., 
Lid. The brand name appears on 
all six sides of the carton, thus 
enabling customers moving down 
the aisles of a self service store 
to catch the name no matter 
how the cartons have been piled. 

* K * 

A new glove box which fufils 
a dual role as a package and a 
display piece has been designed 


ADVERCRAF 


for SIGNS and 
SIGNWRITING 

of Satisfaction 
25 years sound experience 


5S NEW BRIDGE ST., LONDON, E.C.4 
Telephone CiTy 4815 


for G. Waddington & Son Ltd., 
glove manufacturers of Hull, by 
R. H. Talmadge. 

The box, suitable either for 
men’s or ladies’ dress gloves has 
a striped motif in black, grey and 
maroon. A size label has been 
cleverly introduced as part of the 
overall design. The phrase “Wad- 
dington’s a good name for 
gloves” is repeated on the lid. 


This pack observes the self service 
requirement of the brand name 
appearing on every side. 
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PAUL NUGAT may sound, one would be render at the Edinburgh Film Festival 


ing a disservice to the sponsor and =~ Also produced by Greenpark, the 


the film industry not to stress film is a quiet little essay on the 

- . that this kind of self-cdvertise- beauty of Antwerp mixed with 

reviews new sponsored films and praises ment is an erroneous tse of the the commercial aspect of its port 
medium * . * 


Phe film ts vitally concerned in N “Shoe Salesman.” the C.W.S 


. ’ 
A sales film for Canada srt". ste Danii Sik Broduced to 


engines, and al! kinds of er io the shoe departments : of Co 
chemical treatments . an operative Retail Societies, an 
vVily in itself is not a eood film excellent three-part film on the 
HERE IS nothing half- its journey across Canada by the subject, but contined one or Stalities and failings of sales 
hearted about R. A. Lister voice of a ¢ anadian commentator two aspects it could been we me ee f 
& Co. Ltd’s new film, 4d the presence of the engines — given a visual rather tha « verbal jae aa Le gins poore a = 
“Freedom Range.” Its clear themselves. The salesman-demon- treatment. ‘The film was pro sht and the wrong of hand 
: ' . strator can therefore organise 4 duced by Turners (Pho! graphy) right and the wrong way of han 
cut purpose is to sell in the qouble impact. He can show Ltd ' Y) jing customers as varied in 
Canadian market their latest  cither the film first and then turn ¥ * s character and temperament as 
range of diesel engines. Their to the models for an answer to the range of shoes on display 
method has been no less clearly questions and queries, or he can HREE excellent it “Dry- How to keep the stock tidy, to 
thought out. reverse the procedure - _ ing The Crop e Last ne on one s toes, _ remove and 
For “Freedom Range” pro- The showing of the film on its Tram.” and “Lifeboarnen” are TePlace customers shoes, to ap 
duced by Technical & Scientific Canadian tour will, unlike the — in “Oil Review No. 18.” oer ~~" a ge oe "talk ™ 
Films Ltd. and running 26 rest of the mobile exhibition, be Produced for the An iranian SMS 8 i _— we = taming 
minutes, will be shown to confined to potential buyers Oil Co., Ltd., by Greenpark Pro down to the audience 
audiences from one of the biggest * * * ductions Ltd, who possess a * * * 
mobile exhibitions ever to leave . IS most unfortunate that = stylishness all their own, each OINING battle with the other 
this country on a selling trip Houseman & Thompson item shows by inference how oil detergent contestants, — the 
Avoiding that most boring and Ltd. did not go more care- 1S invading and helping to power CWS. used their own film unit 
familiar film cliché of taking the fully into the vast differences agriculture, transport {rescue t make “It’s Magic.” a ten 
customer from one end of the between a lecture illustrated with at sea. Especially pie zg about = minute film on Spel 
factory to the other, the film con lantern slides and a film story the approach to these films is the Ten minutes is too long for an 
centrates on showing the applica In “The Houseman Service’ way the items have } selected advertising film, even when it is 
tion of the one to five cylinder they have sought to compress the = for thei: interest to public. intended for non - theatrical 
range of models and on drawing whole range of their very wide- For example, the gay enes of audiences. In an attempt to pro 
attention to the specific virtues, spread industrial activities into a Londoners saluting in their Own vide human interest, this film's 
such as standard components, sets film, 80 minutes in length. The inimitable fashion the (trip of production technique employs 
of spares to serve the whole result is complete indigestibility, the London trams deserves a too many old film clichés and 
range, enclosed parts, etc. with the viewer's discomfort permaneny place in our national tricks. Wisely, the bie cinema 
Filmed in Technicolor with all worsened by a shapeless film archives. circuits have limited the length of 
the mechanical aspects of these script and much = meaningless Anglo-lranian = are ») the advertising films to two minutes. 
diese! engines shown in close-up, photography. sponsors of “A Ship Comes To No advertising message should 
the film will be accompanied on Harsh though this criticism Antwerp,” which wi « shown require more screen time 


BIGGEST GROUP OF THEM ALL! 


JUST LOOK AT THESE FIGURES: 


More than 3,600 of Britain’s 4,700 odd cinemas (i.e. 76") are Independents. 


Of 1,817 Population Centres outside London, in which there are ci) mas, 1,476 have Independents 
only, and of these 1,051 are ‘solo’ Independents. 


Through PRESBURYS your sales story can be told in 3,500 Cinemas |» all parts of the country. 


Service! 
PRESBURYS PRESBURYS 


Solus and Semi-Solus Films — wi striction 


TEUEEEEREREEREREEEEE) You need this 


PRESBURAS 


Member of the Screen Advertising Association 
and the Association of Specialised Film Producers 


; : Production service 
on length or on number of ‘visua entions 


of your product and Filmlets (20 gth) in from market informa- 


cinemas all over Britain. 


tion to distribution. 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LON! CL Telephone: WHitehall 3601 
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SIR MILES IS ON 
THE BEAM FOR 
N.A.B.S. 


ELx-PRESIDENT of the Adverts 


ng Association, chairman of its 


development commitice recipient 

of the Mackintosh Medal, and — Francis Matthew Bridgewater 
now president of N.A.B.S there founded in 1887. Thornton joined 
can be few meh outside advertising, in 1911 and became advertisement 
and not many in it, who have don director in 1924. In 1935 he was 


more for advertising than Sir Miles = the guest of honour at a luncheon, 
fhomas, chairman of British Over presided over by the then Lord 
was Airways Corporation, “Am Mayor of London, to celebrate his 
bassador of advertising.” the phras 2Sth year with the Drapers’ Record 
used in the citation for his Mackin A campaign entitled “The Case for 
tosh Medal, described him admis the Trade Press of the British Em- 


ably. pire,” which he ran in that journal 
1 do not propose even to sum- — was carried by more than 100 other 
marise Sir, Miles’s career, from the trade papers at home and in the 


days in which, after having won — kmpire. 
the D.F.C, in the first world war, he 
became a technical editor of motor 
publications, to his present great 


‘I?m so easy to 
achievements for British flying, of throw out’ 
which the Comet ts the symbol. | 


will only say that Sir Miles brings BRARELY have I met a mor 
to any task he undertakes, tremen entertaining litthe character than 


dous driving force and resourceful. George Harris, assistant national 
ness: and if the figures realised by sales director of Philip Morris & 
many past presidential appeals for Co., Lid., Inc., the American cigar- 
N.A.B.S. are not put in the shade ette firm, whom [I found holding 
at the end of his term of office, | the floor at a reception given by 


sadly miss my guess. Voice and Vision as 4 courtesy ges 
ture to their U.S. public relations 
* * * issociate, Ben Sonnenburg. “Little” 
ONE whose talents will, | predict, is right. Mr. Harris, who is only 
not remain unused for long ts 4 ft. 9} in. tall, was rejected by the 
G. Thornton Bridgewater, who re- British Army the ts British born) in 
signed trom the assistant managing the first world war because of his 
directorship of Women's Wear News — size (or lack of it), but managed, on 
in’ January. the fourth try, to become th 
Few men can have had suck a smallest sergeant in the American 
wide and lengthy experience in Army im the last war, winning thres 
textile journalism, For 28 years be battle stars, 
fore the war he had been with The Mr. Harris is an actor. He starred 
Drapers’ Record, which his father in pantomime when he was nine, 


ADVERTISING MANAGER’S CORNER 


Missing the Point 


When somebody misses the point it’s apt to be a 
serious thing printers sometimes do and look how 
difficult it makes things foreigners who find the 
language bad enough anyway would be right up a 
gum tree all of which is by way of illustration think 
what an awful shout there'd be if you ran an adver- 
lising campaign and forgot to include point-of-sale 
ideas worse still if you didn’t remember to call up 
Harris in good time how stupid just fancy anybody 


forgetting to do that 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W | 
Tel REG 3295-4 


has toured the Dominions = in 
vaudeville, played in Mack Sennett 
comedy films as a “Keystone Cop, 
later graduating into features, and 
pioneered in television for the 
B.B.C. in 1933. It was while doing 
a Philip Morris radio programme 
in America that he was asked to 
join the firm. 

He believes that an acting ability 
is a pre-requisite in salesmanship 
A salesman must sell himself; like 
the actor, he should be an exhi- 
bitionist and an extrovert. Mr. Har- 
ris evidently agrees with Shaw's 
saying: “Embrace your reproaches 
they are often blessings in disguise 
He regards his smallness as an 
“attention getter. When a “pros- 
pect” looks at the lithe man with 
some surprise, he quips: “Just part 
of the Philip Morris service. I'm 
casier to throw out! 


* * * 


AN “adverusing game” in which 
members of teams would be asked 
to identify advertising slogans and 
symbols has been suggested to the 
B.B.C. by J. W. Fenn, of Ditton 
Hill, Surrey. His idea is that a 
pane! of four well-known people 
should oppose four members of the 
audience. He feels that it would 
provide a suitable successor to 
“What's My Line?” and would pro 
vide the audience participation that 
is a desirable feature of a quiz 
programme. 


They met the Queen 
AMONG the many guests who 


were received by Her Mayesty the 
Queen at the London County Coun 
cil reception held to celebrate her 
Coronation, was Cr. Mrs. E. , 
Rankin, J.P... wife of Walter Rankin, 
who is in charge of the print depart- 
ment at MeCann Erickson Advertis- 
ing Lid. 

Both Mr. and Mrs. Rankin have 
been actively engaged in public work 
for nearly 20 years. A Justice of 
the Peace since 1941, Mrs. Rankin 
was re-elected chairman of | the 
L.C.C. Health Committee for 1954 
after serving as vice-chairman dur 
ing 1950-51, Mr Rankin was 
elected a councillor of Fulham in 
1934, has served as an alderman for 
the past six years, and is now deputy 
Mayor 

* +. * 


AMONG those who attended the 
Queen's Investiture at Buckingham 
Palace last week was Lt. J. A 
Foulis, the King’s Own Scottish 
Borderers. He was awarded th 
Military Cross last October for ser 
vices in Korea 

The citation stated: “In an enemy 
attack on the night of April 5 last 
year, 900 shells fell on his platoon 
along His courage, calmness and 
cheerfulness during this bombard 
ment were a magnificent example to 
his men. Lieut. Foulis dashed from 
section to section directing the fire 
of his men and hurled grenades 
wherever the enemy were pressing 
His appreciation of the battle and 
initiative were responsible for the 
complete disruption of the enemy 
attack, 

Lieut. Foulis is the son of J. A. 
Foulis of the Wess Lancashire 
Evening Gazette and associated 
publications. He was previously 
mentioned in dispatches and was 
twice wounded in Korea. 
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PEAK YEAR FOR 
ASHFORD DOWN 


Tuis year H. Ashford Down cc! 
brates his 30th anniversary as 
founder and managing director of 
Display Craft 
Lid., which 
commenced its 
activilies at 
Albion House 
New Oxford 
Street, W.1 
with a staff of 
two, 

To-day the 
company 
naintains two 
highly mech- 
aniseed fac- 
tories at Brix 
ton with a 
staff of 122, 
regularly pro- 
ducing bulk 
supplies of point-of-sale display 
material for national advertisers. 

Coronauion year is a peak year 
for Mr. Down and, as president of 
the Display Producers and Screen 
Printers Association, he is giving 
enthusiastic support to the exhibi- 
tion of screen printing which will 
take place at the S.T.A.R. Exhibi- 
tion Centre, Park Lane, in Novem- 
ber. The Association will also 
Organise a big competition event for 
the best example of screen printing, 
and a ladies’ night at the Café 


Royal. 


He found Malaya 
‘wonderful’ 


i one’s past career means any- 
thing, Frederick Farrall is the right 
choice for the advertisement 
managership of Out of Doors and 
Countrygoer, for he has oscillated 
between Fleet Street and the great 
outdoors for most of his working 
life. 

After he came out of the Army 
in the first world war, Mr. Farrall 
became a representative with the 
Liverpool Courier and the Liverpoo! 
Evening Evpress. He was subse- 
quently advertisement manager with 
the Catholic Times before going to 
the Caterer. He joined up again in 
1940, was taken prisoner in Greece 
a year later, and spent the rest of 
the war a prisoner in Germany. A 
major in the Royal Pioneer Corps, 
he served after the war in France 
and in Malaya, which he regards as 
a wonderful country 

In at least three places on this 
arth Liverpool London, and 
Malaya, “Freddie” can always 
count on a welcome from the press 
hovs 


Contact 


WEEKS WISECRACK 


~w 


“It’s a new game for tele- 
vision. A team of agents 
answer awkward ques- 
tions asked by clients.” 


a mee " SOO 
(oa 
a SCs 184 ee * * 
3 : — 
ig “¢ an . = whe “ © of» *y 
“ 2B A a ) a7 44 : = j Po 
F F "id ~~. yj ©. 
j TTA ¥ A GY, 

: ee ules «me % ‘ Oe: 

ai. 

ee 

- 

Bi 

< PE 

ng ~Ber.%: 

ee Nes 2 f 
‘ 

| \- ~~ 

i . a A 

g: a Ce = 

¥ 

5 ; ¢ ‘ . ¥ 
ieee - Se a ty A ; a Pa . ie 2 el =a a oe OF as 
Ae ee) ne OF STR | Bier 2), Sa ek | ees Pay PE es aes 


/ERTISER’S WEEKLY 
Jury 23, 1953 ADVERTISER'S WEEFKI 


* 


new rate £1 4 0 per page 


AND PRO RATA 


based on guaranteed net sale of 220,000 


(If sales fall below that figure advertisers will receive a proportionate rebate) 


Vigorous editing, plenty of pictures ASTOUNDING 


and first-class printing are PROGRESS... 


zooming the sales of Photoplay, 


and advertisers have had a 19SE jury oe «4137 sf 10 


bonus circulation for a long time. 


jan june 160,383 


Contracts placed prior to 


1952 


20th will be é 
July 20th will be honoured at the jury—vec 18 2,761 


old rate of £100 per page up to 


and including the December issue. PRESENT SALE EXCEEDS 220,000 


PHOTOPLAY 


13 MONTHLY 


The Worlds Top Film Magazine. 


A H. McISAAC + ADVERTISEMENT DIREC 
ARGUS PRESS LTD * 8/10 TEMPLE AVENUE * LONDON E€: ENTRAL 3514 
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ADVERTISER'S WEEKLY 


79-year old weekly changes hands 
Control of the 79-year-old weekly 12 in. by 83 in., allowing a type area 
Municipal Engineering has passed of 10 in. by 7 in.; used super cotine 
to the Municipal Journal groun text paper with an art paper cover; 
fhe Journal also takes over the and redesigned its cover for a 
echnical Publishing Company Ltd pierced front cover advertisement 
technical book publishing affihate of position of 7) in. square. Editorial 
Municipal Engineering has been restyled with Perpetua and 
The Municipal Journal Ltd. an Perpetua bold headings, but 9 p 
nounced on Puesday that Municipal limes New Roman has been re- 
Engineering will continue its separ tained for text. 
ate role of dealing fully with every Although a new schedule of ad 
aspect of the work of the municipal verlisement rates is under considera 


engineer, surveyor and sanitary in tion, existing contracts will remain 

spector. unchanged at a basic £18 per pag 
P. D. V. Hackett, general manager * wm * 

and technical editor of the Municipal The Sunday Pictorial this weck 


Journal, has been appointed manag 
ing editor of Municipal Engineering 

With the July 10 issue, Municipal 
Engineering increased us Size to 


published its 2,000th issue. It first 
appeared on March 14, 1915. The 
issue announced that the Sunday 
Pictorial was “now the — largest- 
selling picture newspaper in the 
world with a sale well in excess of 
5,250,000." An editorial stated that 
it was 4 newspaper which knew its 
readers because “by Tuesday morn- 
ing a few thousand readers will hay 


how ade journals serve ag ds — nt of dropping 
their readers was given tast 

Wednesday when “Motor * * ¥ 

Mrader”’ published (24 hours in Under the — heading “Holiday 
advance of the B.B.C. announce- Dresses,” last Friday's Manchester 
ment) the news that agreement Evening Chronicle carricd a double 
had been reached between the page spread advertisement for C. & 
Board of Trade and the French A. Modes, featuring their most re- 


FIRST WITH 
THE NEWS 


Yet another illustration of 


authorities for the reciprocal cently opened Manchester branch 
import of small quantities of This is stated to be the first double 
cars. “Motor Trader” received page spread that C. & A. Modes 
the story from its Paris corres- have taken in any newspaper, 


pondent. national or provincial, morning ot 


evening, since before the war 


4 


i 
3 D Models ! 


Pytram are renowned for 
these amazingly life-like three- 
dimensional models. Moulded 
in rubber and perfect in every 
detail, they provide the kind of 


attraction that puts the sale into 


point-of-sale 


© pRINCE-CHARLIC 


for ‘live’ publicity 


PYTRAM LIMITED, DUNBAR!|ROAD, NEW MALDEN, SURREY 
Telephone : MALDEN 3225/7 


186 


fueust issue of R.ALF. Flying 

Review will contain an exclusive 

article on Britain's guided bomb 

and how it could be used operation 

ally The September “Battle of 

Britain’ anniversary issue will have 
Sh pages 


* bd 
Ihe 90-year-old weekly news- 
paper, Waterford Standard, owned 
by David Boyd & Sons Ltd., Water- 
ford, ceases publication with its 
issue of July 25 
* ¥ . 
Kennerley Edwards & Associa- 
tions Lid., public relations advisers, 
have produced for W. & A. Gilbey, 
Ltd., a six-monthly publication The 
Compleat Imbiber, as a give-away 
in clubs, restaurants, hotels, air line 
otfices, at home and abroad, ships, 


and for selected customers. Contents, 


mostly but not entircly light in style, 
include an article by Sir Alan 
Herbert, a warning on excessive 
love of water. Hector Powe and 
Jack Barclay are among the adver- 
risers 

* * * 

Australian Consolidated Press an- 

nounces that “A.M.” Australian 
Magazine, now published — fort- 
nightly, will appear as a weekly in 
Australia on August 4. Publishing 
day will b Tuesday. Printed 
throughout in four-colour  roto- 
gravure and monotone. “A.M.” is 
a national magazine, of 72 pages. 

« ¥ ¥ 

Ihe July issue of American and 

Commonwealth Visitor has a four- 
page supplement on Scarborough 

¥ * * 


As from January the monthly 
magazine Childhood Parents will be 
called Parents. The original Parents 
was acquired from Link House and 
absorbed into Childhood just over a 
year ago. Next year the magazine's 
sample coupon page for advertisers 
will be published in January and 
June 

* * » 


The 1953 edition of The Iron- 
monger Directory of Branded Hard- 
ware published this month contains 
7,000 more brand names than when 
the first edition was published three 
years ago Nearly 400 advertisers 
have taken space. It is being sup- 
plied free to all subscribers to The 
Tronmonger 

* . * 

Beginning September 19 immedi- 
ately after the Radio Show —Wire- 
less & Electrical Trader (Associated 
litle Press) is to be published 
weekly instead of fortnightly. 

Founded in March 1923 as a 
monthly, the Trader switched to 
weekly publication in 1925, but in 
1941 the paper shortage forced it to 
become a fortnightly 
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We Hear 


Advertisement revenue from 
Liverpool Corporation — transport 
vehicles was £40,055 last year, com- 
pared with £29,940 in the previous 
financial year. 

* * 

Following Oldham Town Coun- 
cil’s decision approving advertise- 
ments on the town’s buses, the pas- 
senger transport committee 1s to 
invite tenders, 

* * * 

This year’s Clothing Trade Exhibi- 
tion and Convention at London's 
Royal Horticultural Hall will ve 
open to the public for three days 
from October 22 to 24 

* ee . 

Ozalid Lid. have introduced a new 
photo copying machine for office 
use. Both printer and dry developer 
are in one unit. 


Soft drinks—! 


The Dutch Association of Beer 
Sellers and Mineral Water Manu- 
facturers are launching a co-opera- 
tive advertising campaign for soft 
drinks. ; 

* & ¥* 

Lancashire Dynamo Group Publi- 
city Services and the Linguaphone 
Institute Lid. are new members of 
the Incorporated Society of British 
Advertisers. 

* % 7 

David Macaulay Advertising Ltd. 
has been granted recognition by the 
Periodical Proprictors’ Association. 

“ * * 

The Film Industry Publicity Circle 
has again been invited to act as ad- 
visers to the Royal Film Perform- 
ance execulive Committee, on matters 
relating to publicity and press 
arrangements, 

¥ 5 * 

The speech on synthetic detergents 
delivered by Sir Geoffrey Heyworth, 
chairman of Unilever Ltd., at the 
company’s annual meeting — last 
month, has been reproduced in 
booklet form. 


Soft drinks—2 


R. Fry & Co., Ltd., are offering 
a luxury weekend in Brighton as the 
first prize in a window display 
competition for their Brighton tonic 
water and dry ginger ale. 
* . * 
Described as the latest develop- 
ment in calendar pads is the Rapi- 
date quick reference system in which 
a coloured date frame on a tongue 
slides into a sht above cach date. 
. . * 
Hutchinson’s Advertising Service 
of [keston, Derbyshire, have pro- 
duced three year books—-for the 
Yorkshire County Federation § of 
Women's Institutes and the Not- 
tinghamshire and the West Riding 
(Yorkshire) Federation of Young 
Farmers’ Clubs. 
* * * 


The Taunton firm of W. & A. 
Chapman, drapers and furnishers, 
say they have been asked by British 
Transport Commission to delete 
from their advertisements on 
Western National buses the an- 
nouncement that they undertake 
removals, because it publicises a 
competitive transport service. 

* * - 

Charles Rosner, art director to 
Balding & Mansell, edited and 
designed Type Principles and Ap- 
plication, reviewed in ADVERTISER'S 
WEEKLY on July 9, 
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@ Continued from page 147 
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Competitive TV: ‘Antis’ 
are ‘splitting hairs’ 


miss. The coming years should 
see a growing world market for 
IV receivers, station transmitting 
equipment, specially made films 
for overseas TV programmes, and 
so on. Commonwealth and other 
countries, lacking  indigenious 
taJent and technical know-flow 
ought to be able to rely on 
Britain 

“But, as a recent survey of the 
position pointed out: “A pros- 
perous TV export market can 
only be effectively built on the 
basis of a prosperous home mar- 
ket. The chief fact to be faced in 
1953 is that the United States 
manufacturer, likely to be our 
main competitor in this new field, 
has the advantage of rapidly 
growing commercial television 
networks at home; an advantage 
which at present his rival in the 
United Kingdom can only envy’. 
(Yorkshire Post, December 11. 
19§2.) 

“The opponents of commercial 
TV underestimate the sense of 
responsibility of British free enter 
prise. In April 1953 a Memo 
randum on competitive TV was 
submitted to the Postmaster- 
General by the Incorporated 
Society of British Advertisers and 


the Institute of Incorporated 
Practitioners in Advertising. The 
Memorandum (Television: — the 


Viewer and the Advertiser) 
stated: “We are conscious of the 
short-comings of American spon- 


‘Potentially the 


“It would be a mistake to 
attempt Americanisation of com- 
mercial television in this country 
if and when it comes,” A. O. 
Buckingham, managing director 
of Young & Rubicam Ltd., told 
a gathering of the agency's 
clients last week 

The occasion was a full-scale 
survey of the whole subject. Mr. 
Buckingham gave a comprehen- 
sive picture of his own 12 years’ 


experience in America of com- 
mercial television, which he 
described as “potentially the 
greatest sales medium yet dis 


covered.” 

He said he had no intention of 
getting into a_ discussion of 
whether Britain should or should 
not have commercial television 
“that is vour own fight,” he said, 
“and you must resolve jt your- 
selves.” 

George Plante, Young & Rubi- 
cam’s creative director, discussed 
in considerable detai] the many 
techniques of television commer- 
cials, pointing out that “some 70 
per cent of American TV com- 
mercials are wasteful in one form 
or another.” He illustrated his 
remarks with 18 filmed commer- 
cials, all of different types, in 
cluding the “integrated” commer- 
cial which “creeps up on you un 
awares” in the bodv of the 
programme 
Dan Ingman, manager of the 


sored television’, and contained 
a draft of the most stringent rules 
for the contro] of advertisements 
and specific regulations — for 
children’s programmes. 

“But the ereatest safeguard of 
all is public opinien. The B.B.C 
has an assured income; commer- 
cial TV would not have an 
assured income. It would have 
to give its audiences good pro- 
grammes or go under, The argu- 
ment that programmes would be 
put on the air for the wrong 
reasons, ie., not to further the 
art of broadcasting but to sell 
goods, is splitting hairs.” 

The document contends that 
the case against competitive TV 
is really a vote of no confidence 
in the character and judgment of 
the British people 

It adds: “Those who support 
competition believe, on the con- 
trary, that a people who are 
trusted to exercise their minds 
and choose their own Government 
may also be trusted to exercise 
their minds and choose their own 
entertainment. They believe that 
“u continuous improvement in 
standards of taste and judgment 
must come in a free society from 
choice and not from compulsion. 

“They believe that the Govern- 
ment’s decision to vermit that 
choice could mark a moment of 
triumph in the history of the free 
mind.” 


greatest medium’ 


agency's radio, film and television 
department, surveyed the political 
course of events which had led to 
the present situation and des 
cribed some of the technica] diffi- 
culties involved in the shortage 


of available wavebands. “which 
may very well,” he said, “lead 


to unavoidable 
mate.” 


delay or stale- 


* 
Tensing filmed at 
, . 

Cockade studios 

Sherpa Tensing was filmed with 
the Cockade mode! of Everest at 
the studios of Cockade Ltd.. the 
Sputh Kensington designers and 
master modellers, this week 

felcomed by Cockade’s chair- 

mpn, Sir Stephen Tallents, and 
Rithard Moll, managing director. 
Tensing was interviewed by Sir 
Stephen cxamining the model and 
recounting his climb 

Movietone News film of the 
interview was immediately flown 
to the t S.A. for use in the 
United Press—Movietone Tele- 
vision Service, 

Expressing his admiration for 
this ten-inch-to-the-mile model of 
Everest. Tensing told Sir Stephen, 


"Yes tl s the true Everest.” 
The model of Everest was 
loaned the New Zealand 
Government reception to the 
Everest team and was featured at 
the British Government reception 


eee Se ei 


MUNICIPAL 
ENGINEERING 


joins the 


MUNICIPAL 
JOURNAL 


group ot companies 


Municipal Engineering, the widely 
read weekly technical journal 
written entirely for municipal 

engineers and sanitary inspectors 
—two of the most important 
aiming points for advertising in 
the municipal market——has 
joined the Municipal Journal group 
of companics, which publishes 
The Municipal Journal, The Municipal 

Year Book, Ve Official Journal of 

the Society of Clerks of Urban 
District Councils, The Official 

Journal o! the Association of 
Rural District Council Surveyors 
and The Authorised Weekly Gazette 


and Index of Official Information. 


Muni ‘pal Engineering will 
continue to serve the needs of 
the buyers in ‘ocal government 

—the techni: 
formed its 


officers who have 
al readership for 
rly eighty years. 


| 


Cleme: \. (10, London, W.C.2 
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MURRAY | 


WATSON 


LIMITED 


SPARKLING ALUMINIUM 


FOILS 


to remind key-men of the food 
\ industry of the brilliant range of 


new designs made available for 


food packaging by — Britain's 
largest foil manufacturers - 
oe 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manulacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


McMichael Radio: First major 
post-war consumer campaign 


Dudley Turner & Vincent Ltd. 


have been appointed agents for 


Peacock Press lunch 


Jury 23, 1953 


Gillette razor set 
gets record scheme 


Gillette will run what they describe 
as the most powerful advertising 
campaign they have ever launched 
for a razor set promotion to intro- 
duce their new Rocket razor set. 

Trade press advertising has begun. 
The copy in the consumer advertis- 
ing will be angled to tell the story 
of “super speed shaving.”’ The razor 
iS described as “the fastest, most 


at home and abroad 


STRATFORD HOUSE 
9 EDEN ST + LONDON «- N.W.1 
EUSton 5011 


McMichael Radio Ltd Large 
scale national and provincial 
press advertising. and a compre 
hensive dealer aid scheme, form 
the basis of an extensive cam 
paign to be launched this autumn 

McMichael’s have been faced 
with other commitments since the 
early days of the war and obliged 
to restrict sales to the consumer! 
public They have undertaken 
no major publicity scheme for 
over a decade. 


Regional launching 
for C.W.S. coffee 


The Co-operative Wholesal 
Society Lid. are in the process of 
launching a new coffee powder 
Nu-Caf. 

Herefordshire has been selected 
as the initial launching area and 
space has been taken in newspapers 
covering that territory Marketing 
will be conducted on a regional 
basis until national distribution has 
been achieved when it is anticipated 
that a campaign will be launched 
in national newspapers and maga- 
zines. 

The initial advertisements feature 
a racing cyclist with the slogan 
“Make it snappy with Nu-Caf.” The 
advertisements are placed direct 


Elasto using van 
posters 


Advertising for the first time by 
van posters, New Era Laboratories 
Lid. are carrying out a scheme in 
London and some provincial towns 
for their product Flasto. 

Phe campaign is being handled by 
lr. B. Lawrence Ltd., van publicity 
contractors, who are, at the same 
time, running a retailer tie-up 
scheme, under a new campaign 
assistance service to van advertisers 


Odol test new 
chlorophyll product 


Another chlorophyll dentifrice is 
being tested. Cranbux Ltd. are ad- 
vertising a new Odol Chlorophyll 
dentifrice in eight or ten provincial 
areas, 

The product is being packed in 
apple green tins retailing at 114d 
The advertisements describe it as a 
“Wonderful Economy Buy.” 

Mainly & in. d.c. spaces are being 
booked by the agents, the London 
Press Exchange Ltd. 


. 

Triples for quads 

Cow & Gate Ltd. took large 
spaces, including 11 in. triples, in the 
national daily and London evening 
newspapers this weck to mark the 
arrival in this country of the Sara 
Quads of Australia. 
” The ad. carried greetings from the 
English Quads. They were all pic 
tured the St. Neots quads of 1935, 
Bristol 1948, Fdmonton 1948, and 
Westminster 1950 

“These five families of quads were 
fed on Cow & Gate milk food.” the 
id. announced The agents are 


Central Advertising Service Ltd. 


Eugene Brunning, chairman of the 
Readicut Wool Co., Ltd., speaking 
at a luncheon given by his company 
to the press at the Waldorf Hotel, 
London. Left tw right, Carl 
Brunning, managing director of 


sausfactory system ever invented.” 
In addition to the razor the set, 


which retails at 6s. 6d., includes < 


case with transparent lid. 


Gillette advertising. 


Biro overcome 
smudge problem 


not smudge. 


used safely for cheques and legal 
documents. 


C. Peacock Ltd., F. A. New- in national daily newspapers for 


house, director and general manager August to announce this develop- 
of Readicut Wool Co., Ltd.; and 


ment. The agents are C. J. Lytle 


Miss Anne Price. (Advertising) itd. 


e AT A GLANCE e 
ACCOUNTS MOVING: 


McMichael Radio Ltd. (autumn campaign in national and 
provincial press), to Dudley Turner & Vincent Ltd. 


NEW ACCOUNTS: 


Ricemans Ltd., group of departmental stores on south-east 
-oast, for S.C. Peacock Ltd. (London). Henry Slack & Sons 
Ltd... makers of wash boilers and washing machines (technical 
press and women’s journals), Ernest Scragg & Sons Ltd., textile 
machinery makers and Swindells Engraving Co., for Portland 
Advertising Service (Manchester); John Darbyshire & Co., Ltd., 
mining equipment manufacturers, for Bemrose Publicity Co., 
Ltd. (Derby). Portable Concrete Buildings Ltd. (national! press), 
for D. H. Brocklesby Ltd; Peter Saunders, Scottish tweed 
weavers and makers of made-to-measure tweed skirts, for David 
Macaulay Advertising Ltd.: Keith Prowse & Co., Lid., and Sir 
Henry Lunn, for Downtons Ltd.; Royark Ltd., Tattis potato 
crisps and Nortons-Twidale “Wagontroler,” automatic contro] 
of pithead trucks, for Good Publicity Ltd. (Colwyn Bay). 

Edilins Ltd., wine and spirit importers, bottlers and hoteliers, 
for John Benington Ltd. in association with A. R, Thompson 
& Partners (Hove); John Heath Canners Ltd., makers of 
Dominic canned fruit (national magazines, trade press and 
posters) for Townend-Smith & Hardy Ltd.: Graham-Enoch 
Manufacturing Co., Ltd., makers of pasteurising, refrigerating, 
washing and filter plant for dairy industry (trade and technical 
press), for Dudley Turner & Vincent Ltd 


NEW CAMPAIGNS: 


Odol chlorophyll dentifrice (London Press Exchange Ltd.), 
test campaign in provincial newspapers: Nu-Caf, new C.W.S 
coffee product (direct) Herefordshire newspapers extending to 
other provincial areas; Peek-a-Boo children’s wear (Frederick 
Aldridge Ltd), autumn and winter campaign in 
women’s magazines and trade press: Sunbeam Alnine (Basil 
Butler Ltd.), national daily and Sunday newspapers: Thos, 
De La Rue & Co., Utd. (Plastics Division) (Graham & Gillies 
Ltd), Formica advertising in women’s weekly and monthly 
magazines, general weekly magazines and trade press: Gillette 
Rocket razor seq (W. S. Crawford Ltd.), trade press and 
national campaign 

Confederation Life Association (Townend-Smith & Hardy 
Ltd.), business and class journals. 


quick-feed dispenser containing six 
Blue Gillette blades with built-in 
used blade container in a moulded 


W. S. Crawford Ltd. handle the 


Following the recent launching of 
the controlled flow. refill, Biro- 
Swan Ltd. are now introducing a 
new ink which it is claimed will 


Advertising will point out that it 


has permanent qualities so that for 
the first time ball-point pens can be 


Large spaces have been booked 
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Ficcts and figures about 


Screen Advertising in the 


Midlands .—-?7 


—_— oe ee oe ee eee ee eee eee ee eee eee eee ee STOKE-ON- 


TRENT 


Staffordshire 


68 CINEMAS 
CINEMAS: In the Midlands, Theatre 
Publicity can give comprehensive coverage for 
a filmlet campaign in 167 cinemas, of which Slates 
44 are in the Odeon/Gaumont circuit. Wickshire ‘ 
COVERAGE: The average number of ad- e woiPerneron wasuy/ 65 CINEMAS f 
missions per week in these cinemas is oub 
997,840, representing 22-6%, of the total Worcestershi 
population in the area. re 


SHOWINGS: In addition to weekday 20 CINEMAS 


performances in all cinemas, your advertising LEOMINSTER 


STAFFORD 


filmlet is also shown on Sunday in the 


previ mus 
paign 
rot, f 


RIN sof 


z itheam 
Yn _ HEREFORD ments dealin ‘orth West 


Odeon/Gaumont circuit. 


COST: A campaign for 6 months in all 

of the 167 cinemas would cost £2,616 for filmlet 
exhibition on an alternate week basis, and 
would give a total number of impacts just 
short of 12,972,000. 


This is a specimen of the way in which screen advertising can be used 
for a regional campaign. Whether you are interested in a campaign 
to give national, regional or local coverage, you can rely on the co- 
operation and advice of Theatre Publicity’s creative and distribution 
staffs to ensure top flight production and exhibition. 


THEATRE PUBLICITY LTD - Leading Screcn Advertising 


A COMPANY WITHIN THE J. ARTHUR RANK OR ATION 


HEAD OFFICES. 124-128 FINCHLEY ROAD LONDON. NW3 (HAM. 4424) #& SALES & PRODUCTION: FILM H¢ ROOUR STREET LONDON Wi! (GER 9294 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


London Agency has opening for 


TYPOGRAPHER 


Who will be required mainly 
to prepare layouts and type 
mark-up for printer from 
visuals, artwork and copy 
supplied. Applicants must have 
agency experience in similar | | 
capacity. Knowledge of pro- | | 


Agency if the 
unless 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per dsplay panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. 
YOUNG classifications, 4s. per line, 45s. per display panel inch. 

charge, one line plus 9d. covering postage, etc. Series rates 
advertisements under seven insertions MUST BE PREPAID. Address ‘Advertiser's 


Weekly,” 186 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT — 


Situations Vacant: “The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

be or she, or the empioyment, 
Notification of Vacancies Order 1952." 


excepted from the provisions of 


JuLy 23, 1953 


APPOINTMENTS VACANT 


All other 
Minimum, 3 lines. Box No, 
on application; all 


duction an advantage. Write | | 
giving age, experience and 
salary required to 


Box 5108 
Advertiser's Weekly 188 Fleet $1 EC4 


DIRECT MAIL man, aged 445 or under, 


| Another 
‘| first class 


PARKE, DAVIS a COMPANY, 
LIMITED, Manutacturing Chemists, 
fequire an advertising assisiant age 
20-25 He will be required to write 
copy, assist in proof reading and 
handle display work under supervision 
Slay week Generous pension plan 
Canteen facilities, Write with full de- 
tails of age and experience to Per 
sonnel Manager, Parke, Davis & Com- 
pany, Limited, Staines Road, 
Hounslow, Middlesex 

‘IRST4OLASS LETIERING ARTIST 
required in West End studi. Tele 
phone MAYfair 2251 
ADVERTISEMENT REPRESENTA 
TIVE wanted for sports mediums, 
Football Club Programmes, etc, Only 
those of approved ability need apply 
Sports Publications, 46 Watford Way 
London, NW4 Telephones Hendon 
1934, 2929, 3370 


required by 


Saward, Baker 


cequired for strategic vacancy in Sub- 
scription Sales Dept. of well-known 
Fleet Street group of periodical pub- 
lishing companics. Must have had at 
Jeast 5 years’ sound expericnce of 


Copywriter 


An unusual opportunity occurs 
for an experienced, sound and 
versatile copywriter to join our 
staff. The post is a permanent 
one with good prospects. The 
most important part of the 
work involved is the writing of 
press advertising copy for im- 
portant National Advertising 
accounts, and it is largely on 
this basis that the evidence of 
experience and ability of 
applicants will be assessed. 
Please apply in writing, giving 
vour age, details of experience, 
and salary required to 


The Secretary, 


SAWARD, BAKER & CO. LTD 


27 Chancery Lane, 
London, W.C.2 


SALES AND MARKETING 
DIRECTOR 


required by 


Large firm of paper merchants 
and manufacturing stationers 


to control policy of all sections 
of the company's activities at 
home and to make liaison visits 
to overseas subsidiaries, 

Direct knowledge of paper trade 
highly desirable but not essential 
if experienced in printing, ad- 
vertising or an allied trade. Salary 
by arrangement, Correspon- 
dence and interviews will be 
treated in strict confidence. 
Replies to : 


ALLEN & OVERY 
3 FINCH LANE, CORNHILL, LONDON, E.C.3 
Marking envelope ** Director "* 


Girect-mail work Scope excellent 
Prospects, attractive terms and security SECRETARY Matric. Keen and enter 
or @ man with practical ideas and prising Age about 24, for small com 


industry Full particulars of exper 
ence, age, etc. in strict confidence to 
Box 5093 Ad. Weekly 180 Fleet St EC4 


answered 


pany Write fully All applications 


Box S116 Ad. Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


Benger Laboratories Limited invite applica- 
tions for the position of Advertising Manager 
at their Head Office in Cheshire. Applicants 
must have a good knowledge of all aspects 
of modern publicity and recent practical 
experience of both consumer and technical 
advertising. The present advertising staff 
is small and will remain so, the Advertising 
Manager working in the main through an 
agency and outside organisations. The 
position is permanent, progressive and pen- 
sionable = (contributory = scheme). —Alll 
applications, which will be treated in con- 
fidence, should give fullest particulars of 
experience to date, age, ete, and be 
addressed to: 


MARKETING CONTROLLER 


BENGER LABORATORIES LIMITED 


HOLMES CHAPEL, CHESHIRE 


AN EDITORIAL POST. First class 


opportunity will shortly occur for 

stall journalst to take charge of the 
M dland editorial service of The Jron- 
monger Must have good personality, 
initiative, and be able 1o work on his 
own Office provided in Birmingham 
Experience of reporting, shorthand, and 
ability to write and king for good Eng- 


lish are essentials. Knowledge of hard 
ware and metal trades, or trade journal 
experience, an advantage Salary 
according to age and experience, Ap- 
plications with full details of experi 
ence to The Editor, The lronmonger, 
28 Essex Street, Strand London, 
> 


Ww ¢ 


ACCOUNTS TYPIST. Intelligent young 


woman wanted for post in advertising 
agency, knowledge of book-keeping an 
advantage. S~<day week, hours 9.30 to 
5.30. Pleasant conditions. Please write, 
giving age and salary required, to 

Box 5151 Ad. Weekly 180 Fleet St EC4 


A TYPOGRAPHER who knows his 


types and has a good style is invited 
to write, "phone or call to: HAWKE 
STUDIOS LTD 22 Chenies Street, 
W.C.1. MUS. 1181 


SPECIALIST ARTISTS required immedi 


aly Must have a sound commercial 
experience of Lettering, Layout, Re- 
touching, Figure or Sull Life. Perma 
nent and well-paid = situations § are 
offered to applicants with the necessary 
qualifications Picase write giving full 
details of past experience, or call at 
Chamberlain Studios Lid, 2 Ludgate 
Hill, London, E.C.4. Central 3570 


TECHNICAL 
COPYWRITER or AUTHOR 


required by Publicity Department of a 
Group of Companies whose products 
include aircraft and industrial hydraulic 
equipment, gas turbine fuel systems 
and mining equipment 

Engineering knowledge and previous 
technical writing experience are 
essential 

Reply stating age and salary expected 
and giving full details of experience to 


PERSONNEL MANAGER 
Dowty Equipment, Ltd., 
Arle Court, Cheltenham 


PRODUCTION AND COPY DETAIL. 
Assistant) required for medium-sized 
Progressive agency Should have com- 
pleted National Service Knowledge 
of blocks and settings Ability to read 
a proof accurately Agency experience 


an advantage 


Box 5147 Ad Weekly 180 Fleet St BC4 


ADVERTISING 
MANAGER 


with commercial background 
required by growing manufac- 
turing organisation selling in 
consumer and industrial fields. 
Candidates must have vision, 
drive, keen sales sense, organis- 
ing ability and capacity, in 
collaboration with appointed 
Agency, to translate Manage- 
ment policy into effective adver- 
tising and sales promotion. The 
Company are able, if necessary, 
to nominate the successful candi- 
date for housing accommodation 
in the New Town. Write giving 
details of career to date, age, 
family, and salary expected to 


THE SECRETARY 


W. Cc. YOUNGMAN LTD. 
MANOR ROYAL - CRAWLEY - SUSSEX 


PRODUCTION EXECUTIVE 


required for London agency, experi 
enced in block ordering and copy 
details, able to handle all stages of 
advertisement 


production Write. 
giving full details of previous agency 
experience, age, and salary expecied. 
Box 5143 


Advertiser's Weekly 180 Fieet St EC4 


‘Phone your Classifieds 


RETOUCHING ARTIST, Expecenced, 
also goog improver fog machine and 
general retouchin 
Box S118 Ad 


to CHA 8814 (Ex 25) 


Weekly 180 Fleet St BC4 


ARTIST/VISUALISER. Young man in 


the middie twenties required for 
the advertising departmen: studio in 
Westminster of a large Export Manu- 
facturer of Packaged Goods This 
opening calls for a man with Agency 
experience, some knowledge of type 
and printing processes and, although 
finished drawing is not required, 
he must be able to express his ideas 
in presentable form The work is 
interesting and varied; there are good 
prospects of advancement, Write, giv- 
ing details of training experience 
present employment, ctc.. to Box 
K 897, Willing’s, 362 Gray's Inn 
Road, WC. 


MANAGER REQUIRED for _ hand- 


written poster and art display works, 
employing 25 men Experience lay- 
out, design and silk screen work. Full 
personal particulars, with details of 
experience and salary required to 

Box S095 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 
SOE MroNTHeNTs acres 


| : require a first class 
have vacancy ie man experienced in | s 
market research Knowledge ot 


export markets essential Write, PRODUCTION EXECUTIVE 
giving full | 


details of experience and 
salary required | Pp A ? age 25-30, Compicte knowl 
Box 5059 | 


Advertiser's Weekly 180 Fleet St EC4 edge of block-making. Type 


setting and printing together 


EXPERIENCED DETAIL SERVICE if you are a Space Buyer, an Assistant Space Buy-r, with the ability to produce 
; sued aus Wien aiden tk or an Assistant in a Space Department and a). type layouts is essential. If a 
details to: V. K. Watson, Erwin Wascy looking for a more progressive position, this may you are interested in a job ain 
& Co. Ltd, Brook House, Park with a future, write in the first . 
Lane. WI be the right job for you. aon te 
SHORTHAND-TYPIST, aged 17-19. re- :. eee ow 
quired for sceretarial work by well- We want a man or woman with the following qualificati: Tho General Stenager 
an Bd enced — Fe A pao a good all round knowledge of the press — particularly McCONNELLS (LONDON) LIMITED 
Commencng salary £5-£5 10s. accord- industrial and technical press; a thorough experience 0! St. Stephen's House, Westminster, S.W.1 
ing qualifications. Particulars of space recording systems and the detail work of a s; 
age an expericnce ic 


Box S110 Ad Weekly 180 Fleet St EC4 department; and with the ability to handle corresponde 
and to type. 


LAYOUT ARTIST | The job offers excellent prospects to the person with a s« 


ASSISTANT required for advertising 
department (London) of leading 
national advertiser Duties varied and 


| interesting and will necessiiate a 

thorough practical knowledge of lay 

of responsibility. out, printing processes and production 

VISUALISER Write fully, stating details of experience, age, so | invoicing. Applicant must be capabk 


} | of designing and supervising prextuc 
Sn ng ea erm required to Miss S. PHILLIPS, of 


tion all types of sales and adver 
tific instrument manufacturers com and "present ~~ ty — — 
—_ ad a cae HYDE & PARTNERS LIMITED Box $124 Ad. Weekly 180 Fleet St BC4 : 
proven ability in both the creation Queen St. Chambers, 90 Queen St,, Cheapside, E.C.4 
of layouts to final visual stage in all Manufacturing Chemists London 
= 4 oo age gg sna require immediately young woman to handle 
c position = calls or individua a | AGAN 
initiative — em excellent pros ABC RAILWAY GUIDE requires junior CIRCULATION MANAGIK wanted MEDICAL = S oA 
pects to the successful applicant clerk typist (female). S-day week, hours for established trad cations. | 
Write in confidence, furnishing de- 9S pm Pension scheme Write, Write, stating age, ext etc to GENERAL PUBLICITY 
tails of experience. qual fications, and Slaling age, experience, salary requires Box S122 Ad. Weckly Tsu | Sc bcs Must have good all round advertising 
salary required to to The Secretary, Thomas Skinner & background, SCOPE FOR OWN 
Co. (Pubbshers) Ltd, 330 Gresham A TRCHINICAL WRITER ed by INITIATIVE, Bom SIIS 
Box 5119 House, E.C.2 firm in N Ww , London a iliac Advertiser's Weekly 180 Fieet 61 EC4 
Advertiser's Weekly 180 Fleet st EC4 AN EXPERIENCED, reliable Book Salient te eee “gt 
keeper/Ledger Clerk (lady) required Applicants must hav and : " 
Advertising Agency experience and able be capable f _s Neal A COPY TYPIST required for wages 
ASSISTANT REQUIRED for Advertis 10 type an advantage but not essential, | — sPecifications from data nes departmen: of lage organisation et 
ing Department Victoria area. Age 25. Hours 9-5.30 (S<day weck). Call Crane Electrical knowledy Ihe their West End office Must be = 
w Knowledge of printing and general Publicity Ltd., Quality House, 45/9, position is " —— a perienced _ typist _— aptitude ‘ ed 
advertising work. Write full particulars Quality, Court, Chancery Lane, W.C.2 considerable = scope | Dittous figures. Good staff conditions day 
of education and experience State man with adequat tingly Write, week, camecn Write, mating age 
salary required . TE H Stalng experimen TT i y fre and details of previous experience to 
Box 5103 Ad. Weekly 180 Fleet § quired to Le 
cet St ECA CHOICAL ILLUSTRATOR | | auited to aca | nial a6 Ad Weekly 180 Pleet St BCs 


The publicity department of a 
scientitic instrument manufacturers 


company, East London area, require 
Two MORE a man, about 26 years of age, for | 
the preparation of exploded and | 
seculioned perspective drawings in all | 
media for graphic reproduction, Ap- 
plicants should have at least § years’ | 


expericnce in the preparation of 
instrument drawings for technical ACCOUN y EXECU T IVE 
oO =Yfan manual illustration and be familiar 
with factory procedure Experience 
n a.rbrush work will be an advan- 


lage although not absolutely with sound knowledge of Media 


essential 
a Oo u Write in confidence, furnishing de. 
tails of experience, qualifications, 


and salary required to The qualiticat: are! 
Box 5120 ; 
al t ’ S$ ts Advertiser's Weekly 188 Fleet St Eca | | 1. At least five years advertising experience. 
; SCTIVE, REPRESENTATION voquires 2. Good head tor figures and an orderly mind. 
mall well-equipped nce i j 
APE... Pr metal daplay cand 3. More than « nodding acquaintance with 
manufacture, silk sere i ‘ . ‘ 1 
ARE REQUIRED any : irface, stove queendiling and schedule press, outde OF and film 
display work gencrally ll South ady TUS! 
BY A LEADING Street. Havam, Hants ” . 
NG : oN E ASé / 
” cauban peat Gale. hee 4. Ability t coherently (and pleasantly) 


WEST END AGENCY sae of makes ne ane beet about fig ind schedules. 


edge of modern methods of reproduc 


gy ER 5. Age, not -\ ceding 35 years. Sex, male. 

: : quired to . , : 
pe situations offer Box 5126 Ad. Weekly 180 Fleet St BC4 6. Salary | lepend on applicant’s quali- 
un — — to fications «perience. There is no ceiling. 
intelligent designers FIRST CLASS . 

7. P va agency IS exp% ) ré ; 
capable of producing SCRAPERBOARD ARTIST | 7. Prospec igency Is expanding rapidly 
well finished clients required We suggest his is ‘just the job’ for an 
roughs with good GILCHRIST STUDIOS LTD, assistant in ncy media department who 
figure drawing. Telephone for appointment, Specimens, wants to sp! wings or perhaps for an 
Working conditions HOLborn 0481 assistant ad ' manager handling a_ big 
and salaries are well — = appropriatior 

ASSIS ' A> VE e- net v "1Se . 
above average. a a ~~ ~F Applications ny please 10: 
turers of nationally advertised products 
Full details of your experience Must .. sdverusing Bgcncy experi- T ‘AGING DIRECTOR 
and capabilities to : : Se cee Soe now 


Box 5140 | pres ! Permanent postion” ie LAMB! ~ ROBINSON LTD. 


of company with exoel- REGENT ST.. LON Ww 
ent pr ts < . ; 

Advertiser's Weekly 188 Fieet $1 EC4 olny Witte, oun aoe SCEPTRE HC 3 , DON, W.|! 
tions am! experience to 


| Box S12] Ad. Weekly 180 Fleet Si BC4 


"Phone your Classifieds to CHA 8): (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


REPRESENTATIVE for 


ADVERTISING MANAGER 


required for English Daily and 
Weekly Newspapers in British 
Colony 
Should be aged about 30 to 35 
Starting remuneration £1,200 
per annum with prospects of 
improvement. Apply in writ 
ing, stating age, marital state 
and with details of training 
and experience and copies of 
references to: 
Davis & Soper Lid., 

52 & 54 St. Mary Axe, E.C.3. 


exhibition and 
display company. City area. Only man 
wih first-rate contacts need apply 
W rite stating salary, commission (in 
confidence) to 

Box 5123 Ad. Weekly 180 Fleet St BC4 


ASSISTANT 
SPACE BUYING DEPARTMENT 


Excellent prospects for 
young man with good 
London Agency experience, 
and knowledge of media, 
costing and statistics, Write 
stating age, experience and 
salary required to: 


SMEE’S ADVERTISING LIMITED 
3 5 Duke Street, Manchester Square, W.! 


ARE YOU 


THE THIRD MAN? Creative 
artist required to complete team 
(sales/ promotion/design) in| small pro- 
wressive studio South Midlands 
specialising in silk screen printing Ex- 
cellent prospects for ambitious young 
man or woman 
Bow S128 Ad) Weekly 180 Fleet St EC4 

1OP-FPLIGHT SALESMAN. | Exhibinon 
and display conteaciors require exper 
enced salesman, capable of introducing 
new business initially, Good salary and 
OOM mission Apply with fullest details 
Box S142 Ad. Weekly 180 Fleet St BC4 


| 


Situations Vacant: 


192 


CLASSIFIED ADVERTISEMENTS 


“The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 


he or she, or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952." 


David Judd Associates Limited 


ARE NOW ABLE TO ACCEPT SIX ADDITIONAL 


FREE LANCE ARTISTS 


Our policy in representing only the few first rate Free Lance 
artists has enabled us to give them maximum publicity, 
representation and regularity of commissions. 
increased and we shouid be pleased to see examples of work 
by really competent artists who require these facilities. 


Please write or phone Mr. Winfield before calling. 
175 PICCADILLY, LONDON, W.!I - 


Demand has 


MAYfair 5560 


JOURNALIST WITH ALL-ROUND EX- 


PERIENCE wanted for public relations 
work Must be able to find news 
stories and write feature articles. State 
auc, experience and salary required to 
Box 5144 Ad. Weckly 180 Fleet St C4 


EXHIBITION AND DISPLAY 
GENERAL WORKS 
FOREMAN 


required by established Com- 
pany in process of re-organisa- 
tion. Applicant must be over 
35; an experienced and practical 
man with knowledge of Stand 
construction and Display, able 
to run the Works, and super- 
vise progress. Commencing 
salary £600 p.a. Apply with 
fullest details. 


Box 5/4! 
Advertiser's Weekly 180 Fleet 8t EC4 


PART-TIME SECRETARY 


required for 
Canadian cepresentative Please state 
terms and experience 


Box S145 Ad. Weekly 180 Fleet St BC4 


tage 


initiative and has 
standard. 


Applicants, age 24-27, 
this type of work. 
age and experience. 


for consumer Magazines, 


TWO unique opportunities are offered by one of 
Britain's leading Publicity Companies 


COPYWRITER 


This position offers a very wide scope, covering copy 
editorial and press items, 


prestige publications, sales literature, exhibitions, 
advertising, etc ¢ 
Experience in writing industrial copy is essential, 


specialised technical knowledge would be an advan- 
The successful applicant will be aged about 30 
and he will be able to show that he has worked with 
produced copy 


Starting salary in the region. of £800 p.a. 
prospects for the successful applicant will be infinitely 
greater than the initial salary offered. 


PRODUCTION ASSISTANT 


The main qualification here 
meticulous accuracy on all general production work, 
including casting-off type mark-ups, layouts, 
adaptations, block ordering and print-work progressing. 
must have had experience in 
Salary up to £600 p.a, according to 


Write in confidence, giving full details to 
Chief Executive 
The D. BROOK-HART COMPANY 
48 DOVER STREET, LONDON, W.! 


of a very high 
Potential 


is ability to work with 


dummies, 


! 


‘Phone your Classifieds 


COPYWRITER. A man with at least 3 


or 4 years’ agency experience of copy- 
writing for technical products amongst 
others, Write, with details of experi- 
ence to Creative Director, T B 
Browne Lid., 117 Piccadilly, W.1 
Tel, GROsvenor 5351/6 

PRINTER'S LAYOUT ASSISTANT re- 
quired (male or female) for adapta- 
tions type, mark-ups, etc. Some ex- 
perience and knowledge of typography 
essential Write "phone or call 
Crane Publicity Ltd.. Quality House, 
Quality Court, Chancery Lane, W.C.2 
Chancery $287 

A PRODUCTION CLERK, male or 
female, under 25, is required by a 
large London agency 
conditions and prospects 
Apply, giving age, 
salary cequired to 
Box S156 Ad. Weekly 180 Fleet St EC4 


S-day week 
experience and 


WE HAVE 2 GOOD JOBS! 


One for a 


LAYOUT ARTIST 


who has a flair for lettering and 
can produce finished roughs and 
contribute visual ideas. 


The other for a 


COPYWRITER 


who can understand sales prob- 
lems, think clearly and write 
simple telling English. 


Write or ‘phone for Appointment: 


AUGER & TURNER LTD. 
40 Gerrard Street, London, W.I. 
GERrard 6671. 


Good working 


CHECKING CLERK (male or female), 
routine 
giving details of experi- 
required to 


able to deal efficiently with 
work. Write, 
ence, age and = salary 
Erwoods Ltd, 211 Piccadilly, W.1 


MANAGERESS for Duplication Bureau 
Practical experience similar 


(London) 
capacity 


Box S117 Ad. Weekly 180 Fleet St EC4 
A SECRETARY /SHORTHAND TYPIST 
interesting post in the 
publicity department of large organisa- 
Good 
Five-day week. Staff 
giving details of age. 
experience, etc, to 


is required fog 


uon at their West End offices 
staff conditions 
canteen. Write, 
~~ ation and 
«> 


Box "S130 Ad. Weekly 180 Fieet St EC4 


Senior Production Man 
experience, a 
Typefaces and 
Blockmaking and capable of handling 
Ideal con- 
ditions and good salary — to first- 


PRODUCTION. 
Tequired 
good 


with agency 
knowledge of 


top-class Sales Literature 


class man. Write fully 


Box S155 Ad. Weekly 180 ‘Fleet St BCA 


to CHA 8844 (Ex 25) 


JuLy 23, 1953 


APPOINTMENTS VACANT 


VISUALISER, Top Flight Visualiser/ 
Layout man required for London 
Agency, preferably with experience of 
Technical Accounts The position 
offers excellent prospects and holidays 
as arranged rite fully to 
Box S113 Ad. Weekly 180 Fleet St EC4 

LAYOUT ARTIST for London Technical 
Agency. Applicants must have previous 
Agency experience and be capable of 
producing high-class layouts. Holidays 
as arranged Full details to 
Box S112 Ad. Weckly 180 Fleet St BC4 

ARTISTS: London = agency extending 
studios, requires general and Icttering 
artists with agency experience Full 
details in confidence, with two or three 
specimens which will be returned. State 
age and salary 
Box 5153 Ad. Weekly 180 Fleet St EC4 

WANTED IMMEDIATELY, young man 
Or woman assistant to accounts execu- 
tive. Slight knowledge of production 
and good typing essential Excellent 
opportunity for learning contact work 
‘Phone GERrard 6816 for appointment 

PRODUCTION, Young man_ required 
for production departmen: of London 
agency Must have previous agency 
experience and the ability to take Ovee 
a number of technical press accounts 
Write fully, giving full particulars to 
Box S154 Ad. Weekly 180 Fleet St EC4 


C:.A 


(Quality House) 


LETTERING 
ARTIST 


Man or woman required, 
preferably under 25, quick, 
fashion-conscious, with good 
script hand. Good salary, 
four weeks’ annual paid 
holiday, first-class working 
conditions. Apply in writing, 
stating age, experience, and 
present salary to: 


ADVERTISING MANAGER 
C & A Modes Ltd. 
NorthRow,Marble Arch, W.! 


TECHNICAL WRITER required by 
company in N.W. London area. Appli- 
cants must be capable of compiling 
and preparing operating and mainten- 
ance manuals, technical specifications, 
etc, from data and drawings. Engineer- 
ing experience essential and preference 
will be given to applicants with 
knowledge of refrigeration and dairy 
enginecring. Write, stating experience, 
age and salary required to 
Box S148 Ad. Weekly 180 Fleet St EC4 

YOUNG COPY TYPIST required for 
media department, medium-sized ad- 
Vertising agency S-day week, hours 
930 to 5.30 Progressive position. 
Please write, giving age and salary 
required to 
Box S152 Ad. Weckly 180 Fleet St BC4 


SECRETARY /PERSONAL ASSISTANT 
for space buyer Progressive position 
for well-educated woman Must be 
good at figures and neat quick typist 
with adequate shorthand. Details of 
past experience and salary to Staff 
Manager, Clifford Bloxham & Partners 
Ltd., Lion House, Red Lion St., Hol- 
born, wc 


yu NIOR ARTIST required, age 20-24, 
in advertising department of large elec- 
trical engineering and domestic appli- 
ance firm in South-East London. Some 
ability in window display desirable. 
Applications in writing to Employment 
and Welfare Manager, Johnson & 
Phillips Limited. Victoria Works, Vic- 
toria Way, Charlton, London, S.E.7. 
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JuLy 23, 1953 


APPOINTMENTS VACANT 


The Rapier Arts Division of 
ROLES & PARKER LTD 


Require 
The following additional artists 


RETOUCHER 
LETTERING ARTIST 
GENERAL ARTIST 


Only fully experienced artists 
will be considered for these 
positions which are permanent 
and carry the benefits of a staff 
superannuation scheme. 


Applications which will be 

treated in strict confidence, 

should state age, full details of 

previous experience and salary 
required. 


Rapier Arts Division 
ROLES & PARKER LTD. 


Rapier House 
TURNMILL STREET, E.C.1 


LAYOUT ARTIST and visualiser_ re- 
quired by advertising agency. Special 
ability in designing print preferred 
This is a permanency for a man with 
the necessary first-class experience 
Cail, or write Art Director, W. Hop- 
wood & Co Ltd., 67a Mosicy Street, 


Manchester. 2 


RETOUCHING ARTIST 


required by 
CHAS. BARNETT ARTISTS 


Applicant must be first class man 
with at least five years experi- 
ence. Holiday arrangements 
considered. Write for appoint- 
ment giving brief details of 
experience to 
Chas. Barnett Artists 

1-2 Pemberton Row, London, E.C.4 


Opportunity in Kenya for 
EXPERIENCED 


ALL-ROUND ARTIST 


Kenya Advertising Corporation 
require artist to work on a wide 
variety of interesting accounts. 
Must be able to see a job 
through from idea to finished 
art. Knowledge of copy and 
production an advantage. Post 
offers good prospects of eventual 
Studio managersiip. Home 
leave privileges after 4 years ; 
salary according to qualifications 
with local cost of living allow- 
ance. Write in first instance to 
EXPORT ADVERTISING SERVICE 


LIMITED 
22 Old Bond Street, W.! 


REPRESENTATIVE required. 


PRODUCTION ASSIS- 


TANT required by publishers situated 


in Croydon Good knowledge typo- 
graphy, printing processes essential. 
Ability to prepare layouts, make-up 


magazines. Full scope for person of 
managerial potential. Details experience 
and salary cequired to 

Box S150 Ad. Weekly 180 Flect St EC4 
ADV ERTISEMENT REPRESENTATIVE 
required for the Midlands by publishers 
of industrial journals. A_ reasonable 
commencing salary will be paid, with 
commission and expenses, and a 
successful man may, later, be pro- 
moted to area advertisement manager 
Full details, and salary required to 
Box 5134 Ad. Weekly 180 Fleet St BC4 
fully ex- 
perienced, for Central London, exhibi 
tion and display firm specialising in 
first-class work, London areca 

Box 5146 Ad. Weekly 180 Fleet Si BC4 


APPOINTMENTS WANTED 


SHORTHAND.-TYPISTS. 


Private Secre- 
taries, Clerks, etc. If you are in 
urgent need of staff, contact Embassy 
Bureau, Excel House, Whitcombe 
Street, W.C.2. (WHltchall 5924). We 
specialise in efficient personnel. 


BILLPOSTING MANAGER, 


Or would 
consider working partnership, practical 
experience 


Box 5079 Ad. Weekly 180 Fleet St EC4 


If you are seeking an 
Advertising and 
Sales Promotion 

Manager 


of proved ability (M.1.A.M.A.) 
at present publicising high 
class products distributed 

throughout the world. 
Please contact: 


Box 513! 
Advertiser's Weekly 180 Fieet 61 EC4 


EXPERIENCED 


AGENCY ARTIST. 
Outstanding creative work Convine- 
ing visuals, All-round finished agt- 
work Head for what clients require 
Really can originate theme, copy, 
visual and finished work that gets and 
holds business Age 27 Salary re 
quired £800 a 

Box 5000 Ad. Weekly 180 Fleet St BC4 


PRINT EXECUTIVE 


(35), with no previous agency ex- 
perience but now studying for 
the DAA is anxious to join 
house or agency where ad i 


iii 


CLASSIFIED ADVERTISEMENTS 


VERSATILE 


ADVERTISER'S WEEKLY 


PRINTERS 


FREE-LANCE ARTIST cx lertake 
Lettering, Layout and = & ching 
First-class work. rapid s« cason SOLE LONDON 
able charge Lyons, ‘ | House REPRESENTATION 
Gardens, E.4 sought by Company already 
COPYWRITER with flu \panish, handiing considerable publicity and 
suitable for South Ameri Markets, | commercial letterpress printing 
required for occasiona Lance Proprietor has had over 20 years’ 
Translations, Editorial we | association with printing wade 
Box 5114 Ad. Weekly 180 St C4 | offices at goss London address. Pro 
wu = aver - ~ | vincial rinters produc neg good 
ey A cow ~~ a. quality work, are invited w write 
" morinK » ox 
Sites heal Ganee ome ok hes Advertiser's Weekly 180 Fleet St EC4 
24, Church Strect, Ws s 4136. 
BUS. CONSULTANT, « upon 
powerful project mvit istanoe: ° ti 
Publicity, PR. and/or a stration. p 
Profit sharing basis with cstment i rin ng 
or with £1,000 up CSecur 
Box 5149 Ad. Weekly 180 | St BC4 Instruction Books 
Spare Parts Lists 
SHOW CARDS, CUT-OUTS Charts & Posters 
ADVERTISING FOLDERS We undertake a part, or the whole 
by photo-litho or letter (own ; ; Mt 
photo-litho Process plant) job, of producing perspective draw 
CARILLON PRESS LID. ings, litho or letterpress printing, 
P Sol Printers. Bb r t ar 
vag hy ee compiling etc. Specialists in Tech- 
London Office 98-100 Ficet Street, nical Publications. 
E.C.4. Phone: CiNwal 1740 
WELL ESTABLISHED [on Silk TECHNIGRAPHIC 
Screen Printers would lik » a form 
an association with | printers, TECHNIGRAPHIC (BRISTOL) LIMITED 
Reply in confidence Hampton Lane, Bristol, 6. Tel. 38398 
Box 5106 Ad. Weekly Iso | t St BC4 
SILK SCREEN PRINTERS (| oodon) of 
long establishment wish | juire an 
intevest in, or form an a on with MISCELLANEOUS 
a sian firm (or screen p on or 
near the South Coast area, 
Floor space not less thar sq. ft 
essential. Reply in confidence 
Box S105 Ad. Weekly 1s t St EC4 CLAPHAM 
are you considefing any mn re- ADVERTISING STUDIOS 
quiring display or adverts models 
three dimensional Of ot wise? 
Come to the actual manufacturers First class Models 
for keen prices : 
a ces ; available for all Studios 
We have reproduced tsing 
models etc, in Latex 1 + and 7 A 
other exclusive materials for many Anything supplied for 
eating antlonsl adverts photographic illustrations from 
First<lass originals pr f 
Cost of originals and + ! tc a flea to an elephant. 
waived if order placed 
Models (London). Give us a ring Day 
22/3 Brownlow Mews, W.C.1. or Night 
Holborn 2512 Chancery 4351 
MACaulay 862! 


SALES AND WANTS 


tive ability, a wide practical 
knowledge of high-grade print 
production and a flair for typo- 
graphice! layout can be profitably 
utilised 


Box 5132 
Advertiser's Weekly 180 Fleet St EC4 


STUDENT. 


Virile mind, able to visual- 
ise; knowledge layout; keen copywriter 
wishes to join Agency to develop high 
cteative potential. Salary unimportant. 
Box 434) Ad. Weekly 180 Fleet St EC4 


FREE LANCE SERVICES 


WANTED free-lance exhibition designer. 
Write confidence to 
Box 512° Ad. Weekly 180 Fleet St BC4 

NEWSPAPER AND MAGAZINE Pro- 
prictors Free-Lance Advertisement 
Representative with Fleet Street office 
can undertake to represent two more 
publications Exceptionally good ex- 
perience Box W.3061, Haddons, Salis- 
bury Square. London, E.C.4 

SMALL ADVERTISING AGENCY 
wish ntact first-class free-lance 
artists cxpert in one or more of fol- 
lowing ategories: lettering, visualis- 
ing, marine subjects and = industrial 
action lrawings 
Box 5137 Ad Weekly 180 Flee: St BC4 | 


‘Phone your Classifieds to CHA (4/4 


23 The Pavement 
Clapham Common: S,.W.4, 


STUDIO & ART 
DEPARTMENTS 
SiRPI (H. de la Chassaigne—P. F. 
Outsize White Cartridee Paper Gomez Homen), International Service 
(medium weight) in 2° youd rolls fpency, Via Viscont, di Modrone, 6, 
lan 
30 in. wide 258 (x _ 
40 in. wide jis 4 
60 in. wide Sos THE BLUE BOOK 
80 in. wide 7i\s 
The Studio's multi-purr er— 
very suitable for photos ack- OF PRINTING 
ground - just published 1H MODERN 
Sead for comptes. ar ca - PRINTERS’ YEAR BOOK and 
HARPER & TUNSTA)) LTP, DIRECTORY oO} SUPPLIERS 
Leto Works, High »tree'. 1953/54 Edition (THIRD year of 
Edgware, Middle iwssuc), 186 pages. Cap &vo, Full of 
Phone: EDG: 445‘ essential facts ang tables for every 
Manufacturers and Sur all day use Also 48 pages of suppliers 
Drawing Office M covering 150 classifications No 
UNIFOLD PAPE DING Printer Print buyer ofr print wser 
, APER | DING cataee P 
MACHINE for sale, | hetts roncongg without a copy. 4s. from 
up to 8} in. x 13 i r in- | your wkaclicr or 48 6d from the 
voices statements, etc. | Publishers 
Makes one or two pa with | 1 
two right-hand = crea wised | BENDLES LITD., 
240/250/1/50. F. J. Ba 359 | | Printers, 1 George Street, Torquay. 
Euston Road, Londor 4O41 
IMPROVED LETTER ti! for | DEBTS collected throughout Beitain. No 
list. GAZEBO, 57 P Road result no charge, Brilegal (Estab, 
Acion, London, W } i 1919), 80 Leeds Rd. Bradford 


(Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
Weekly 


Tuurspay, JuLy 23, 1953 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 


Pleasures 
for the discriminating 


‘Onbokes for to rede, I me delyte.’ Thus thehappy bookworm 
in Chaucer’s day. In our own day, wherever books are a source 
of delight The Times Literary Supplement is an indispensable 
weekly guide. The foremost periodical in the world devoted to 
literature, it covers with equal authority every subject of intelli- 
gent interest, from biography and nuclear physics to economics 
and poetry. Its reviews of new books are marked by learning 
and liveliness, wide sympathy and critical discernment. In brief, 
The Times Literary Supplement is read by a discriminating public 
of thoughtful mind and cultivated taste. 


Literary Supplement 


Every Friday, Price 6d. 


THE TIMES Daily, Price 4d. 
THE TIMES EDUCATIONAL SUPPLEMENT Every Friday, Price 4d. 
THE TIMES WEEKLY REVIEW Every Thursday, Price 6d. 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d. 
THE TIMES SCIENCE REVIEW Quarterly, Price 6d. 
THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d. 
THE TIMES REVIEW OF INDUSTRY First Wednesday of every month, Price \s, 


aN TERT, SRAM Re RO 


slip 


STOP PRESS 


JOBS COVENANT: 
BAN REMOVED 


Interim injunctions obtained by 


| company of advertising contractors 
| to restrain former employee from 
| entering or remaining in employ- 


ment of rival firm were discharged 


_ by Court of Appeal. 


The court allowed, with costs, 
appeals by Theodore Henry Thip- 
thorpe and Frank Mason & Co., 
Ltd., from an order by Mr. Justice 
Pearson granting to J. Abrahams & 
Sons Ltd., of Princes Gate, London, 
S.W., interim injunctions restraining 
Thipthorpe from entering or con- 
tinuing in Mason & Co.'s employ 
and restraining company from pro- 


| curing him to do so. 


Lord Justice Singleton said Thip- 
thorpe covenanted that not until one 
year after termination of contract 
would he enter employment of an- 
other firm of contractors in London 
and or canvass or solicit any client 
of company. 

His lordship said this covenant 
might prevent Thipthorpe from earn- 
ing his living. 


KEMSLEY PLANS 


It is understood that steps which 


| would enable continuation § of 
| Kemsley House, London, as a 


printing centre are being considered. 

Last week “Advertiser's Weekly” 
stated that consideration was being 
given to printing of “Sunday 
Graphic,” now handled at Man- 
chester, coming back to London 
early in the autumn. With transfer 


| of printing of “Daily Sketch” to 


“News of the World” presses on 
Sunday this step would make uce of 
plant not otherwise in use. There 


| are strong r s that K ley 


lant might be used for other print- 
ng purposes. 


Two Pear! & Dean associate com- 
panies formed: 

Pearl & Dean (Productions) Ltd. 
will deal with production of filmlets 
and one-minute and two-minute 
films, and these productions will be 
distributed by parent company. 


| Erie Dane, Byron Lloyd, and Ted 


Lane appointed to the board. 

Pearl & Dean (Overseas) Ltd. 
formed to meet requirements of 
British national advertisers who may 
require film distribution abroad. 
Bruno Kiewe and David Harris ap- 
pointed to board. 


After considering complaint by 
Dr. Marie Stopes, Press Council 
endorsed view of Royal Commission 


| that newspaper has the right to re- 
| fuse ads. contrary to its standards or 
| objectionable to readers. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, £.C.4. (Phone: Chancery 8844.) 
July 23, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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